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Abstract 
The present study explores the potential role of cause-related marketing (CRM) in 
raising funds for Greek environmental non-governmental organisations (NGOs) 
during the economic crisis. The study was developed on the basis of the assumption 
that consumer attitudes toward CRM programmes that support environmental NGOs 
are positively related to the effectiveness of CRM as a fundraising method for these 
organisations. To explore consumer attitudes, an online survey was conducted using 
the snowball sampling technique.  
 
The online questionnaire was designed in line with eleven hypotheses, which can be 
grouped under three headings: (1) the impact of consumers’ socio-economic (and 
other) characteristics on their responses to CRM; (2) consumers’ perceptions of CRM 
actors and; (3) the impact of the characteristics of a CRM offer on consumer choice. 
In total 229 individuals participated in the survey. The hypotheses were tested 
through statistical analysis of the responses received.  
 
Regarding the first group of hypotheses, it was found that: gender is not related to 
financially supporting an environmental NGO, either now or in the past; economic 
status is not related to viewing CRM as a good way to support an NGO without 
spending too much; levels of scepticism regarding the firms’ motives for engaging in 
CRM are significantly higher among men and; despite the CRM-related product’s 
price, there is no statistically significant relation between consumers’ economic 
status and their willingness to buy the product.  
 
As far as the second group of hypotheses is concerned, the statistical analysis of the 
responses showed that: consumers are significantly more likely to buy a CRM-related 
product if the firm involved has supported other CRM initiatives in the past; when 
there is a price premium attached to the CRM-related product, consumers are 
significantly more likely to buy the product if the firm involved also contributes part 
of its profits to the participating NGO; consumers are as (un)likely to buy a product 
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supporting environmental disaster relief as to buy a product supporting ongoing 
environmental causes; provided that consumer familiarity with the CRM-related 
product is high, consumers are significantly more likely to buy the product if they are 
familiar with the recipient NGO and; consumers are significantly more likely to buy a 
CRM-related product when there exists information on how the donation is going to 
be spent. 
 
Regarding the third and final group of hypotheses, the statistical analysis of the 
responses showed that: consumers are as (un)likely to buy a product supporting a 
local NGO as to buy a product supporting a national NGO and; when there is a price 
premium attached, consumers are as (un)likely to buy a practical CRM-related 
product as to buy a frivolous CRM-related product.  
 
The study concludes by discussing the implications of the results and exploring 
possible avenues for future research on CRM as a fundraising method for Greek 
environmental NGOs.  
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1. Introduction 
1.1. Research Problem 
Four years after the economic crisis officially kicked off in Greece, virtually all 
domestic economic activity has been affected by it to some extent. With disposable 
income shrinking and the private sector struggling, two of the main sources of 
funding of the environmental non-governmental organisations in Greece 
(Theodoropoulos et al. 2009) –that is, membership fees and corporate donations– 
seem to be in decline. Although no relevant empirical evidence is yet available, the 
case of Arcturos, one of the most recognisable and influential non-governmental 
organisations (NGOs) in Greece (MEDA Communication - VPRC 2012, p.14), is 
indicative of the broader fundraising issues and dilemmas that the Greek third sector 
may be already facing.  
 
In August 2013, Arcturos, a long-established Greek NGO that focuses its efforts on 
protecting large mammals (e.g. bears, wolves) announced that it could no longer 
afford to operate its two administrative offices in Athens and Thessaloniki. The 
announcement was accompanied by a public appeal for donations aiming to ensure 
funding for the operation of the remaining facilities of the organisation, including the 
animal sanctuaries and educational centres (Sarantis 2013). Arcturos’ financial 
situation received media attention and public sympathy. However, its acceptance of 
a large donation from a political party (Golden Dawn, Χρυςή Αυγή) sparked 
widespread criticism, not least because of the controversial political ideology of the 
particular party (Eleftherotypia 2013). A few weeks later, Arcturos returned the 
donation, stating that it wishes to remain unlinked to any political party or state 
funding mechanism,1 regardless of how urgent its financial needs may be (Tanea.gr 
2013).  
 
                                                     
1
 Arcturos’ claim that it has never received state funding has been disputed by Matis (2013). The 
controversial issue of government funding to NGOs is discussed in more detail in the second chapter.   
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Arcturos’ announcement of its financial difficulties –and the public’s sympathetic 
reaction to it– was the initial inspiration for this study. Even though it is unknown 
whether this public sympathy was subsequently translated into general public 
donations, it clearly shows that the environmental NGOs’ work is valued by a large 
part of the Greek society, even – or especially – in times of crisis. Whereas charities 
and NGOs working with the poor and homeless have grown inevitably more 
conspicuous during the recession, people appear to acknowledge and appreciate the 
contribution of environmental NGOs to protecting what is beneficial to society on 
the whole. The controversy that was generated by Arcturos’ initial acceptance of the 
political party’s donation gave rise to a vivid debate across media about the sources 
of funding that the public considers ‘acceptable’ for NGOs to use. It was through 
those public discussions that cause-related marketing emerged as a research area 
that might be able to provide Greek environmental NGOs with an effective 
fundraising solution in the midst of the crisis.  
 
Cause-related marketing (CRM) is a strategy that links the branding efforts of a ‘for 
profit’ organisation (i.e. a firm) with a non-profit cause by means of cooperative 
marketing and fundraising activities (Ciu et al. 2003, p.310), for mutual benefits 
(Adkins 2000, p.9). “Non-profit causes” (or just ‘causes’) include so-called ‘good 
causes’, charities and NGOs (Adkins 2000, p.10). In CRM, firms provide causes with 
financial or other support, while achieving marketing objectives (e.g. increased brand 
sales, enhanced corporate identity) (Barone et al. 2000, p.248). This renders CRM a 
“viable” (Ross et al. 1992, p.97; Webb and Mohr 1998, p.226) marketing tool for 
firms, and a “non-traditional” (Chaney and Dolli 2001, p.157) but often useful 
fundraising method for causes.  
 
In a cause-related marketing programme (CRMP), the support that is provided by the 
firm to the cause can be either transaction-based or non-transaction-based. In 
transaction-based support, the firm ties the purchases of one or more of its products 
to an identified cause for a specific period of time, and makes a donation to the 
cause based on product sales (Barone et al. 2000, p.248; Ciu et al. 2003, p.311). 
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Conversely, in the non-transaction-based support, consumer purchase is not a 
prerequisite: the firm plays a facilitating role in fundraising and, in some cases, it 
makes an additional contribution to the cause (Ciu et al. 2003, p.312). In this study, 
the term ‘CRM’ refers only to transaction-based support, which is the most common 
type (Andreasen 1996, p.49). Furthermore, transaction-based support has the most 
evident financial benefits for firms, as it is directly related to sales. Under the current 
economic circumstances in Greece, this type of CRM is likely to make more sense in 
corporate financial terms and thus it appeared to be the most realistic choice for this 
study.  
 
1.2. Research Aims and Objectives 
This study seeks to examine the effectiveness of CRM as a tool for NGOs to raise 
funds in these turbulent times for the Greek economy and society. More specifically, 
the study aims to explore consumer attitudes toward CRMPs that support 
environmental NGOs. The ultimate purpose of this work is to establish whether the 
environmental NGOs should consider developing CRM partnerships to overcome 
potential fundraising challenges.  
 
To this end, this study intends to review key literature on the concept of CRM in 
order to identify the factors/variables that are likely to influence consumer choice in 
CRM. As a next step, a methodology will be developed and implemented to collect 
data from consumers. The results are expected to provide an insight into consumer 
attitudes toward CRMPs that support environmental NGOs, and to inform the 
drawing of recommendations about the potential effectiveness of CRM as a 
fundraising tool. The objectives of this study are therefore the following: 
1) To review literature in order to establish the factors influencing the 
effectiveness of CRMPs 
2) To develop a methodology in order to examine consumer attitudes toward 
CRMPs that support environmental NGOs 
3) To collect primary data by implementing the methodology  
Eirini Ioannou   MSc in Sustainable Development (2012-2013) 
 
 
12 
 
4) To analyse the data and draw conclusions.   
 
Based on these objectives, the remainder of the present study is structured as 
follows:  
 The second chapter establishes the social and corporate framework in which 
firm-NGO partnerships are created, describes Greek environmental NGOs, 
and defines the CRM concept. It also introduces the research hypotheses. 
 The third chapter presents the research design that was developed to achieve 
the aims of the study. 
 The fourth chapter analyses the data collected by implementing the 
methodology described in the third chapter, and discusses the results. 
 The fifth chapter provides conclusions based on the findings presented in the 
fourth chapter. 
 The sixth chapter provides recommendations for further research.  
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2. Literature Review 
The purpose of this chapter is to establish a theoretical framework for relating the 
findings of this work to those of previous research on the area of CRM. To this end, 
this chapter describes the key concepts associated with CRM, the parties involved in 
a CRMP, and the context in which CRM is examined for the purposes of this study. 
The chapter also provides an overview of the literature that has significantly 
contributed to the understanding and development of CRM as a fundraising tool for 
NGOs. Furthermore, it identifies the contextual and conceptual variables that are 
relevant to the topic and should be taken into consideration in the development of 
the research methodology, as well as in the interpretation of the findings.  
 
2.1. Corporate Social Responsibility (CSR)  
The term corporate social responsibility (CSR) is generally used to express the idea 
that firms have obligations that extend beyond complying with legislation and 
providing an economic return to their shareholders. Different authors have 
introduced different definitions, with most of them describing CSR as “a concept 
whereby companies integrate social and environmental concerns in their business 
operations and in their interaction with their stakeholders on a voluntary basis” 
(Commission of European Communities 2001, p.6). The stakeholders of an 
organisation are groups or individuals who have an impact on or are affected by the 
organisation’s operations (Freeman 1984, p.25). A socially responsible firm must 
evaluate and prioritise the diverse and often conflicting claims made by its various 
stakeholders. It must then reconcile its own objectives with these claims (Carroll 
1991, p. 43), aiming at contributing to “a better society and a cleaner environment” 
(Commission of European Communities 2001, p.4).  
 
A firm is responsible to a range of stakeholder groups, including investors, 
employees, suppliers, customers and neighbouring communities. NGOs dealing with 
social or environmental issues that are exacerbated by the firm’s activities constitute 
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another stakeholder group of the particular firm. Firms and NGOs often choose to 
work close with each other toward developing corporate policies or joint projects 
that help the firms respond more effectively to the claims made by the NGOs. The 
characteristics of these firm-NGO partnerships are discussed in the next section.     
 
2.2. Firm-NGO Partnerships 
2.2.1. Defining NGOs 
The international NGO sector is characterized by high levels of heterogeneity and 
diversity. It includes a number of organisations with varied goals, motivations, sizes, 
scopes and structures (Prodi and Kinnock 2000, pp.3-4). As a result, there is no 
broadly accepted definition of what constitutes an NGO (Lewis 2010, p. 1057; Prodi 
and Kinnock 2000, p.3; Willetts 2002). To address this issue, some scholars have 
proposed sets of attributes that organisations need to demonstrate to be considered 
NGOs (e.g. Bhose 2003; Cohen 2010; Prodi and Kinnock 2000). As most of these 
scholars focus on specific fields of NGO activity (e.g. development), this section 
presents the common and most generic items of those sets in order to capture as 
many different types of NGOs as possible.   
 
The term “NGO” encompasses a range of organisations that are neither business nor 
government-owned. Rather than seeking to generate profits or meet political 
requirements of government, these organisations pursue social, ethical and political 
causes, and work in the public arena toward achieving social transformation (Cohen 
2010, p.296; Werther and Chandler 2011, p.xiii). NGOs are active at the 
international, national, regional, and local levels (Cohen 2010, p.297). Through public 
action, these organisations aim at addressing issues related to human rights, 
democracy, the environment, health, peace, development, education, and other 
areas of social welfare and social justice (Cohen 2010, p.296; Lewis 2010, p.1057).  
 
NGOs are value-driven, self-governing organisations, formed voluntarily by people 
who share a common interest (Bhose 2003, pp.39-40; Cohen 2010, p.295). Unlike 
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informal or ad hoc groups, however, NGOs have “some degree of formal or 
institutional existence”; they have a formal statute or some other governing 
document establishing their mission, objectives and scope of activities (Prodi and 
Kinnock 2000, p.3). The individuals working for NGOs are highly motivated and 
committed to sustaining their organisations’ visions and values (Bhose 2003, pp.39-
40). Typically, NGO staffs comprise paid professionals as well as volunteers (Cohen 
2010, p. 297). Still, some NGOs may mainly rely on either paid or voluntary labour, 
depending on their degree of ‘formalisation’. Even if an NGO does not recruit 
volunteers, there is always an element of voluntary participation in the organisation, 
such as a voluntary board of directors (Prodi and Kinnock 2000, p.3). Furthermore, 
the size of NGOs in terms of human resources and member base varies considerably:  
Some NGOs consist of a rather limited number of persons; others may have 
thousands of members and hundreds of professional staff (Prodi and Kinnock 
2000, p.4). 
Regardless of their total number, people –be it staff or members– are the most 
essential and vital part of these organisations (Bhose 2003, p.40).  
 
It should be pointed out that, although NGOs are concerned with the well-being of 
specific groups of people or of society at large, they do not intend to replace or 
supplant the government services and the welfare state. Their role is to provide 
services and insight into areas where government services fail or the welfare state is 
inadequate (or, in case of some developing countries, non-existent). NGOs remain 
independent of government, other public authorities, and political parties in the 
sense that they do not pursue vested political interests (Prodi and Kinnock 2000, 
p.3). They are also independent of vested economic interests; these organisations 
are not created for the personal profit of their members. Even in cases where NGOs 
“have paid employees and engage in revenue-generating activities, they do not 
distribute profits or surpluses to members or management” (Prodi and Kinnock 
2000, p.3). Instead, this money is reinvested in these organisations to fund their 
activities and promote the achievement of their goals (Bhose 2003, p.39).  
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2.2.2. Types of NGO Activities 
To pursue their causes, NGOs engage in various activities. These mainly aim at raising 
funds, mobilising supporters, implementing projects, organising events, cultivating 
the media, and administering a headquarters (Willets 2002). Different NGOs place 
different emphasis on these types of activities, hence the proliferation of alternative 
terms used to describe NGOs on the basis of their specialised roles. Examples include 
‘pressure groups’ (or ‘advocacy groups’), ‘charities’, ‘watchdogs’ (Cohen 2010, p.295; 
Wootliff and Deri 2001, p. 158), ‘campaigning organisations’ and ‘protest groups’. 
Based on the focus of their activities, NGOs can be classified into two categories: (1) 
operational and (2) campaigning NGOs (Willetts 2002).  
 
The operational category represents NGOs that pursue small-scale change directly 
through the implementation of projects (Willetts 2002). Operational NGOs mobilise 
and coordinate their human, financial and material resources to develop 
programmes and carry out projects in the field. This may involve applying for grants, 
creating partnerships, holding fundraising events, motivating supporters, and/or 
selling goods and services (Willetts 2002). To deal with these multiple tasks, 
operational NGOs are usually structured in a hierarchical manner: the headquarters 
are in charge of planning, preparing applications, budgeting, accounting, and 
communicating both inside and outside the organisation, while the operational staffs 
work directly on projects in the field. Typically, NGOs in this category deal with 
development and environmental issues (Willetts 2002).  
 
The campaigning category represents NGOs that pursue large-scale change indirectly 
through influencing the political system (Willetts 2002). For these organisations, 
fundraising activities are still important but they mainly serve to strengthen the 
supporters’ identification with the cause (Willetts 2002). These NGOs primarily focus 
on attracting time donations rather than cash donations. Special events held by 
campaigning NGOs (e.g. demonstrations) seek to draw attention and media 
coverage, maintain informed and motivated constituencies, and influence policy-
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makers. Organisations in this category usually focus their efforts on human rights 
and gender equality issues (Willetts 2002). 
 
To sum up, the defining activities of operational and campaigning NGOs are 
implementing projects and holding activist events respectively (Willetts 2002). 
However, some organisations may engage in both types of activities, rendering the 
lines between operational and campaigning NGOs less distinct than the two labels 
imply (Willetts 2002). For instance, an operational NGO may choose to adopt a 
campaigning approach to pursue its cause, if the problems that continuously affect 
its projects in the field could be effectively resolved through policy changes. 
Similarly, campaigning NGOs may decide to develop projects that provide relief 
directly to the individuals they are trying to help through lobbying (Willetts 2002).    
 
2.2.3. Sources of Funding for NGOs 
Regardless of their size and the type of their activities, NGOs need funding to 
operate. Very often, NGOs rely on various sources to fund their projects, operations 
and special events, as well as to cover their fixed costs (e.g. salaries of paid staff, 
office rent) (Folger 2013; Mango 2013). Meeting these budget requirements is likely 
to require considerable fundraising efforts by NGOs’ board, staff, and volunteers, 
aiming to ensure a combination of different types of funding from a range of 
sources. The optimal funding mix is as diverse as possible in order to maximise the 
organisation’s financial flexibility and stability (Mango 2013; Theodoropoulos et al. 
2009, p.19).   
 
Generally, the funds received by NGOs can be classified into restricted and 
unrestricted ones (Mango 2013; Mango 2010). Restricted funds can only be used for 
specific purposes (e.g. a particular project, purchase of office equipment), as agreed 
with the donors. On the other hand, unrestricted funds have no terms and 
conditions attached and the organisation can use them at their own discretion, 
always in line with its goals and objectives (Mango 2013). Funds can also be classified 
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according to their source. The “conventional” providers of financial resources to 
NGOs (FundsforNGOs 2009) are the following: 
 Self-financing: This includes entrepreneurial techniques that NGOs use to 
generate income on their own: by charging membership fees, organising 
fundraising events, renting out office space, as well as by selling goods (e.g. 
publications) and services (e.g. training) (Theodoropoulos et al. 2009, p.69; 
Mango 2010, p.3). These are unrestricted funds and may or may not be 
related to work of the NGOs (Mango 2013; Mango 2010, p.3).  
 Public: Public donations come from individuals of varying means and 
therefore, their size may vary considerably. Although there might be some 
large donations (e.g. legacies), most NGOs count on a large number of small 
donations (Folger 2013). Public donations are unrestricted funds and are 
characterised by high volatility (Froelich 1999, p.250; Mango 2013; Mango 
2010, p.3). 
 Foundations: Around the world, a plethora of foundations and private 
charities support NGOs financially through restricted and project-based  
funds (FundsforNGOs 2009; Theodoropoulos et al. 2009, p.102) 
 Multilateral organisations: Organisations established by different countries, 
such as United Nations and World Bank, provide selected NGOs with funding 
(FundsforNGOs 2009). Typically, these funds are restricted and project-based 
(Theodoropoulos et al. 2009, pp.104-105). 
 Governments: As mentioned earlier, NGOs operate outside the political 
arena. However, many NGOs rely on national or local government funding to 
function (Folger 2013; FundsforNGOs 2009). These funds are usually 
restricted and project-specific. As decisions regarding government funding 
allocation are not always transparent, the ability of NGOs receiving such 
funds to remain independent of political goals has been questioned (Folger 
2013; WWF Greece 2009, p.21).  
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 European Union and transnational programmes: EU grants and other 
transnational funding programmes are also available to NGOs, depending on 
their place of registration (Theodoropoulos et al. 2009). The decision-making 
processes of such funding schemes are typically characterised by 
transparency (WWF Greece 2009, p.21). Similar to government funding, these 
funds are restricted and project-based (Theodoropoulos et al. 2009; Mango 
2010, p.2). 
 Private sector: Corporate giving includes in-kind gifts (e.g. property, services) 
and more often, financial contributions (Froelich 1999, p.251). In addition, as 
businesses start to develop CSR strategies to minimise their impact on the 
environment and society, strategic alliances between firms and NGOs are 
becoming increasingly common (Theodoropoulos et al. 2009, p.95). These 
partnerships are often based on “joint profit-oriented projects” 
(FundsforNGOs 2009), which enable NGOs to receive restricted or 
unrestricted funds, while firms enjoy enhanced reputation and possibly, 
increased sales. Examples of such projects mostly include CRM campaigns. 
This type of funding has also been met with controversy, with critics arguing 
that it is difficult for NGOs partnering with firms for funding to retain their 
independence and integrity (Theodoropoulos et al. 2009, p.94).   
As explained in the introduction, this study focuses on the business sector as source 
of funding for environmental NGOs. The following section presents in more detail 
the nature of firm-NGO alliances for environment-related purposes.  
 
2.2.4. Firms as Environmental NGO Donors 
A few decades ago, only a small number of environmental NGOs seriously 
considered working directly with business. Until then, NGOs regarded the private 
sector as the “enemy” (Klein 2013) due to the impact of its activities on the natural 
environment. The very few NGOs that did decide to partner with business to raise 
funds were condemned as “sell-outs” by radical environmentalists (Elkington 1999, 
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p.224). Those NGOs mostly included leading conservation organisations, which went 
on to establish large departments responsible for attracting and managing corporate 
donations (Elkington 1999, p.224).  
 
Those firms-NGO alliances were largely viewed as “win-win” opportunities (Klein 
2013). Through corporate sponsorships, NGOs received necessary funds for their 
projects, campaigns and operational costs, and firms enjoyed high visibility and 
public relations (PR) benefits in exchange. However, the NGOs soon found out that 
signing sponsorship contracts with business was not without limitations for them, 
especially when there was a conflict of interest between the two partners. More 
specifically, the NGOs realised that they were “in no position to run effective 
campaigns against their new-found funding partners” (Elkington 1999, p.224) and 
their vested interests. Some firms even used their sponsorships as leverage to attract 
and eventually lock up NGOs that could potentially harm their bottom line through 
campaigning (Elkington 1999, p.224). Furthermore, the recipient NGOs often shifted 
the focus of their goals and activities to keep their corporate sponsors happy. 
Froelich (1999, p.252) calls this phenomenon, “goal displacement”.  
 
Gradually, sponsor firms started to exert increasing pressure on their non-profit 
partners for more direct benefits (e.g. greater PR exposure), especially as CRM 
gained popularity among firms (Elkington 1999, p.224). Corporate sponsorships were 
usually “part of a broader marketing plan rather than disconnected acts of 
benevolence” (Froelich 1999, p.252) on the part of the firms and therefore, they had 
to achieve specific marketing objectives.  As the marketing potential of CRM was 
being explored, the corporate sponsorship departments of some recipient NGOs 
were becoming “almost indistinguishable from mainstream advertising or PR 
agencies” (Elkington 1999, p.224).  
 
Today, even though corporate contributions remain a controversial type of NGO 
funding, they have become quite common worldwide (Theodoropoulos et al. 2009, 
p.94). Firm-NGO partnerships are now key part of CSR strategies across a wide range 
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of industries. Despite its popularity, this type of alliance preserves its strategic 
character for both parties involved; that is, before signing a contract, the NGO and 
the firm involved in the partnership need to assess each other to decide whether the 
arrangement is desirable. For example, environmental NGOs typically examine 
whether the aspiring sponsors engage in environmentally harmful or risky activities 
that contradict the recipient organisations’ own stated missions and principles 
(Theodoropoulos et al. 2009, p.95). NGOs also need to ensure that their 
independence is not impaired by the partnership (Gibbons 2009, p.58). Firms, on the 
other hand, review NGOs’ statements of mission, and plans for the efficient and 
effective use of the donation amount (Froelich 1999, p.253). To develop such plans, 
NGOs need project and financial management skills, usually brought into the 
organisation by hiring specialised professionals (Froelich 1999, p.253). This has 
gradually led NGOs to the adoption of more formalised administrational procedures 
and organisational structures to the degree that nowadays, NGOs tend to resemble 
for-profit organisations (Froelich 1999, p.253).   
 
2.2.5. NGOs as Trusted Brands 
As NGOs have become more formalised in terms of structure and human resources, 
they have gradually been transformed into ‘brand names’. Today, NGOs have readily 
identifiable logos, employ innovative fundraising techniques to showcase their work 
and attract donors, and sell their own products and services. With or without 
realising it, NGOs are using symbols and marketing tools to build successful ‘brands’ 
that are associated with the pursuit of distinct social or environmental causes. But in 
order for a brand to be successful –which for an NGO is synonymous with securing 
funding for its operations– it has to earn the public’s trust; that is, society must 
appreciate the NGO’s mission and be confident that certain societal needs can be 
effectively fulfilled by the organisation’s actions. Whether an NGO is broadly 
considered trustworthy plays a significant role in attracting public support and 
donations (Sargeant and Lee 2002, p.81).  
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Research suggests that NGOs are indeed trusted brands. A 2001 study of opinion 
leaders in the US, Australia and Europe showed that the levels of trust in NGOs on 
environmental, health and social policy issues was considerably higher than that in 
government, business, and media (Wootliff and Deri , 2001). The researchers 
concluded that:  
NGOs are no longer perceived as small brands of activists but rather as the 
new ‘super brands,’ surpassing the stature of major corporations, 
government bodies and even the media among consumers (Wootliff and Deri 
2001, p. 158).  
More recently, the NGO sector was again found to be more trusted compared to the 
other three institutions. More specifically, in an online survey across 26 countries, 
NGOs fared modestly well (22% of the respondents trust them “a great deal”) but 
still better than government (16%), business (17%), and media (17%) (Edelman 
2013). Thus, despite the present climate of mistrust of institutions worldwide, 
society appears to trust the work of NGOs, and value their ‘brand offerings’.  
 
2.3. Greek Environmental NGOs 
2.3.1. Types of Greek Environmental NGOs 
The present study focuses on the Greek NGO sector and, more specifically, on Greek 
environmental NGOs. This is a diverse group of organisations, which in 2012 
comprised 191 active entities (EKKE 2012). The vast majority of them have a regional 
or local focus and are essentially “volunteer get-togethers of concerned individuals 
with virtually no resources” (Botetzagias and Koutiva 2012, p.12). However, apart 
from these small and usually peripheral organisations, there is a “core” (Botetzagias 
2006, p.76) of eleven environmental NGOs, which lead the sector in Greece, and 
have a large number of employees and supporters.2 Based on their scope, these 
                                                     
2
 According to Botetzagias (2006, p.76), and Botetzagias and Koutiva (2012, p.11), the ‘core’ includes 
the following Greek environmental NGOs: Greenpeace Greece; WWF Greece; Hellenic Ornithological 
Society; Hellenic Society for the Protection of Nature; Hellenic Society for the Protection of the 
Environment and the Cultural Heritage; Arcturos (bear protection); Callisto (large carnivores 
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“flagship” organisations (Botetzagias and Koutiva 2012, p.11) can be classified as 
follows: 
 International NGOs that operate an office/branch in Greece as part of their 
global network. These organisations focus their efforts primarily on global 
environmental problems (e.g. climate change), although they also deal with 
more local issues. Examples of such NGOs include Greenpeace Greece and 
WWF Greece. 
 National NGOs that deal with local or regional environmental issues, such as 
indigenous species threatened with extinction, pollution, and degradation of 
local ecosystems. Examples of such NGOs include Callisto, Mediterranean 
SOS Network and Hellenic Society for the Protection of Nature.  
This study focuses on (both types of) ‘core’ Greek environmental NGOs because they 
are more visible, compared to the smaller and peripheral ones. Consequently, these 
leading environmental NGOs are more likely to be chosen by firms as partners in 
programmes aiming at mutual benefits, such as CRM joint ventures. Thus, 
throughout this document, the phrase “Greek environmental NGOs” refers to these 
eleven organisations, unless otherwise stated.  
  
2.3.2. Trust in Greek Environmental NGOs 
The Greek NGO sector includes a number of organisations covering a wide spectrum 
of issues that are not limited to environmental ones (e.g. children welfare, health, 
poverty, human rights, gender equality). Evidence shows that –at least some– Greek 
environmental NGOs have earned the public’s trust and are placed among the most 
trustworthy Greek NGOs. More specifically, apart from Arcturos which was 
mentioned earlier, Greenpeace Greece and WWF Greece are also included among 
the ten most recognizable and influential NGOs in Greece; the three organisations 
                                                                                                                                                        
protection); Archelon (sea turtle protection); MOm (seal protection); MEDASSET (sea turtle 
protection) and; Mediterranean SOS Network.  
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currently occupy the sixth, fourth and eighth place respectively (MEDA 
Communication - VPRC 2012, p.14). This suggests that Greek society exhibits high 
levels of trust in certain environmental NGOs.     
 
2.3.3. Sources of Funding for Greek Environmental NGOs 
Currently, the sources of funding that are available to Greek environmental NGOs 
coincide with the general funding categories presented in section 2.2.3, with the 
exception of government funding. Since 2012, the Greek government has frozen 
financial support to NGOs, as part of its austerity policy (Agelioforos.gr 2012; Ravelo 
2013). However, not all Greek environmental NGOs used to be funded by the State. 
WWF Greece, for example, refuses to pursue government funding due to 
transparency issues (WWF Greece 2009, p.21), and Greenpeace Greece only accepts 
donations from private individuals (Greenpeace Greece 2013).  
 
Among the ‘core’ Greek environmental NGOs only Greenpeace Greece and WWF 
Greece publish a detailed annual account of their sources of income and 
expenditure. 3 Most of the remainder nine ’core’ environmental NGOs publish a list 
of the foundations and firms that sponsor (or have sponsored) them, but no further 
information is provided about the organisations’ annual income and expenditure.4  It 
is very likely that such financial information is shared among the NGOs’ board 
members –and perhaps, among the rest of their members. Nevertheless, this lack of 
public accountability in a consistent and thorough manner is problematic in terms of 
transparency as well as legitimacy (Botetzagias 2006).  
 
                                                     
3
 WWF Greece publishes an extensive annual financial report. The 2012 report is available from: 
http://issuu.com/wwf-greece/docs/wwf-annual-report-2012 [Accessed: 4 January 2014]. Greenpeace 
Greece publishes an annual financial statement on its website. The most recent statement that is 
currently available is the 2011 statement: http://www.greenpeace.org/greece/el/about/financial-
reports/oikonomika_2011/ [Accessed: 4 January 2014]. 
4
 The Mediterranean SOS Network has also published some –but still limited– financial information 
about 2007 and 2008 on its website: http://medsos.gr/medsos/--sos/2009-05-12-15-01-35/-
2007.html and http://medsos.gr/medsos/--sos/2009-05-12-15-01-35/-2008.html respectively [Both 
accessed: 4 January 2014]. However, there is no recent financial information available. 
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Moreover, even though the Greek environmental NGOs do publish the names of 
their corporate sponsors, details about the nature of the particular firm-NGO 
partnerships is rarely disclosed. For example, only some Greek environmental NGOs 
receiving corporate funds clearly state whether the contribution of the firm is (or 
was) a one-off donation or a long-term commitment and whether the donation is 
part of a CRM joint venture (or it is unrelated to brand sales). Furthermore, some 
NGOs do not explicitly distinguish between in-kind donors and financial contributors.  
 
Consequently, based on the information provided online, no safe conclusions can be 
drawn about the degree to which CRM has been adopted by Greek environmental 
NGOs for fundraising purposes. However, from an exploratory contact with the 
eleven ‘core’ environmental NGOs at the initial stage of this study, it seems that the 
level of CRM usage by these organisations is currently rather low (see Appendix A). 
The next chapter describes the concept of CRM as a form of firm-NGO partnership. It 
presents the benefits and shortcomings of CRM for all parties involved and examines 
its effect on consumer choice.  
 
2.4. Cause-related Marketing (CRM) 
2.4.1. Defining CRM 
Scholarship on CRM is vast and provides a plethora of definitions. However, the most 
widely used definition of transaction-based CRM was introduced by Varadarajan and 
Menon (1988) in one of the first pieces of literature on the subject. They describe 
CRM as: 
…the process of formulating and implementing marketing activities that are 
characterised by an offer from the firm to contribute a specified amount to a 
designated cause when customers engage in revenue-providing exchanges 
that satisfy organisational and individual objectives (Varadarajan and Menon 
1988, p.60). 
The ‘exchange’ that takes place in CRM does not only involve the firm and the 
consumer, as in generic marketing. As Ross et al. (1992, p. 93) argue, in a CRMP:   
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… there is a complex utilitarian economic exchange between the consumer, 
the firm, and the cause. Additionally, a symbolic social exchange could occur 
between all three parties that adds to the perceived value of the exchange. A 
firm offers to donate to a cause if the consumer engages in the exchange 
process, thus increasing the perceived value of the exchange at no additional 
perceived cost to the consumer [emphasis added]. 
In CRM, the consumer is still primarily interested in the product of the firm. 
Therefore, this additional customer value described by Ross et al. (1992) is created 
only if the consumer considers the cause worthy. The cause might then “entice the 
consumer to buy that brand over another” (Lafferty and Edmondson 2013, in press), 
thereby increasing brand sales.   
 
As mentioned earlier, the term “causes” (or “non-profit causes”) is used to describe 
so-called ‘good causes’, charities and NGOs (Adkins 2000, p.10). These causes 
typically seek to tackle issues related to health, human services (e.g. disaster relief, 
shelter for the homeless), animal welfare, and the environment (Lafferty and 
Edmondson, in press). Nevertheless, they may also deal with arts and education 
issues (Adkins, 2000, p.10). Although the subject of this study is environmental NGOs 
in particular, in the remainder of this chapter, the term “causes” will be used 
interchangeably with the term “NGOs” (or “environmental NGOs” for this matter) to 
avoid confusion in terminology.  
 
2.4.2. Key Characteristics of CRMPs 
Since its formal introduction in the early 1980s,5 CRM has steadily evolved into a 
popular type of corporate contribution toward causes. The firms that engage in CRM 
operate in diverse industries, including fast-moving consumer goods (FMCGs), 
retailing, and financial services (Koschate-Fischer et al. 2012, p.910). CRM can be 
                                                     
5
 The term “cause-related marketing” was coined in 1983 by American Express (AmEx), after the 
launching of its programme in support of the restoration of the Statue of Liberty (Ross et al. 1991, 
p.59). AmEx offered to donate to Statue of Liberty - Ellis Island Foundation one cent for each purchase 
made through an AmEx card, and one dollar for each new card issued in the US during the 
programme. Within three months, 1.7 million dollars was raised for the restoration project. 
Furthermore, AmEx card usage grew by 28% and the number of card holders increased by 17% (Miller 
2002, p.14; Varadarajan and Menon 1988, p.59).  
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used as a marketing strategy on its own but increasingly often, it is part of a firm’s 
broader CSR strategy. It involves the development of a partnership between the firm 
and a cause, through which, the firm is granted the right to use the logo of the cause 
on the promotional material of the CRMP. In exchange, the firm commits to adhere 
to some social or environmental requirements set by its non-profit partner, and to 
donate to it a portion of the income generated by each CRM-related product sold 
over a specific period of time (Theodoropoulos et al. 2009, p.100).  
 
According to Papastathopoulou (2008, p.6), there are three possible types of 
consumer contribution to a cause in a CRMP. These are the following: 
 By purchasing the product/brand linked to a cause: at the usual price (only 
the firm contributes financially); at a premium price (only the consumer 
contributes financially) or; at a premium price (both the firm and the 
consumer contribute financially). 
 And/or by using the product/brand that is linked to the cause (e.g. purchases 
through a credit card). 
 And/or by engaging in an additional behaviour (e.g. posting/submitting 
vouchers or the product packaging (after use) to the firm for redemption).  
Thus, the consumer will decide whether to participate in the programme based not 
only on the brand and cause involved, but also on the total CRM offer, including the 
final price of the CRM-related product and additional actions that might be required.        
 
A CRMP usually kicks off with an advertising campaign that presents the cause to the 
public, highlights its importance, and “links fund raising to the purchase of the 
company’s products and/or services” (Ross et al. 1991, p.58). The donation amount 
is expressed either in percentage (“x per cent will be donated to the cause”), or in 
absolute money terms (“x cents will be donated to the cause for every product unit 
sold”) and varies across different programmes (Koschate-Fischer et al. 2012, p.910). 
Furthermore, there is no ‘typical duration’ of CRMPs; some programmes last one 
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day, while others may go on for months, or are re-launched every year (Varadarajan 
and Menon 1988, p.64).  
 
2.4.3. Potential Benefits of CRM 
CRM has marked a transition from the ‘win-win’ rhetoric of the ‘traditional’ firm-
NGO partnerships described in chapter 2.2.4, to the pursuit of ‘win-win-win’ 
opportunities. More specifically, CRM has been viewed as being potentially 
“beneficial to all parties involved – the firm, the cause and the consumer” (Ross et al. 
1992, p.97). The benefits that each party can derive from a CRMP are as follows:  
 The firm can achieve marketing objectives, which may be related to financial 
or nonfinancial benefits (Polonsky and Wood 2001, p.12). The financial 
benefits –that is, increased profits and market share– stem from the 
generation of incremental sales and the enlargement of the brand’s customer 
base through first-time purchases. The nonfinancial benefits include national 
visibility for the firm, enhancement of its image as a socially responsible 
business (Varadarajan and Menon 1988, p.60), and thereby, increased 
customer loyalty and employee morale (Polonsky and Wood 2001, p.13). 6 
 Similar to the firm involved, the cause may achieve both financial and 
nonfinancial objectives through CRM. The CRM campaign raises public 
awareness of the cause and its mission (Chaney and Dolli, p.157), thus 
increasing its profile and worthiness in the eyes of consumers. This may result 
in additional brand sales and thereby, the generation of more financial 
resources for the cause. The amount raised through the CRMP can be used to 
fund or even expand the activities of the cause, which is likely to increase its 
overall effectiveness (Polonsky and Wood 2001, p.12).  
                                                     
6
 CRM can also serve PR purposes, such as “thwarting negative publicity” and “pacifying customer 
groups” over controversies (e.g. during public boycotts) (Varadarajan and Menon 1988, p.60). 
However, “such use of CRMPs could backfire if it were construed as opportunistic” (Varadarajan and 
Menon 1988, p.62), leading to charges of exploitation of causes.  
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 As mentioned earlier, CRM is likely to provide consumers with additional 
customer value. By participating in a CRMP through their purchases, 
consumers may feel that they contribute to a worthy cause while satisfying a 
need (Polonsky and Wood 2001, p.13). Even if consumers need to switch 
brands to participate in the programme, no further behaviour change is 
usually required. Furthermore, consumers do not need to spend too much to 
donate through CRM; the price premium that might be attached to the CRM-
related product is much smaller than typical direct cash donations to causes, 
and possibly, within the consumers’ budget for shopping (Polonsky and Wood 
2001, p.12).  
Clearly, there are diverse benefits associated with CRMPs for all three parties 
involved. This supports the view that CRM results in win-win-win situations. 
However, literature in the field has warned of some potentially adverse effects of 
such programmes. The following section is dedicated to some potential pitfalls 
associated with the design, execution and impact of CRMPs.      
 
2.4.4. Issues of Concern Regarding the Use of CRM 
By raising public awareness of the issue supported and by providing the participating 
cause with national visibility, a CRMP might increase –at least, in the short run – the 
number of cash and time7 donations from general public toward the particular 
cause. However, some fear that CRM could be used by consumers as a substitute of 
“‘traditional’ giving of time or money” (Ross et al. 1992, p. 96) toward deserving 
causes. This is because: 
Consumers may feel that their small individual effort [through CRM] has 
fulfilled their philanthropic obligation (Gurin 1987, cited in Ross et al. 1991, p. 
60).  
It should be noted, however, that research so far does not support these concerns. 
Consumers appear to be willing to support causes through traditional methods of 
                                                     
7
 Time donations refer to voluntary labour supply.  
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giving, regardless of their attitudes toward CRM (Chaney and Dolli 2001, p.160; Ross 
et al. 1992, p. 96). This evidence also disputes the criticism by Gurin (1987, cited in 
Ross et al. 1991, p. 60) that consumers might leave charitable giving to firms via 
CRMPs, rather than donating directly to causes. 
 
Another issue of concern regarding the use of CRM is that firms tend to partner with 
causes that are popular and therefore ‘safe’ choices in marketing terms (Gurin 1987, 
cited in Ross et al. 1991, p. 60; Varadarajan and Menon 1988, p.65). Consequently, 
firms often ignore less popular or less ‘marketable’ causes, although these might be 
just as worthy and in need of financial resources as the higher profile ones (Polonsky 
and Wood 2001, p.16; Ross et al. 1991, p.61). To survive the competition, these less 
visible causes might be tempted to adopt goal displacement behaviours; that is, to 
modify or even cease some of their activities to attract corporate donors (Gurin 
1987, cited in Ross et al. 1991, p. 60; Polonsky and Wood 2001, p.15). This carries the 
risk for important social or environmental issues of “being discounted or not 
considered, if they cannot attract funding” from firms (Polonsky and Wood 2001, 
p.17). Thus, the significance of such issues might eventually be evaluated based on 
marketing rather than societal criteria. 
 
Moreover, as with all other forms of corporate funding, causes should not rely too 
heavily on CRMPs for financial resources. Firms use CRM to primarily pursue 
marketing objectives (Barone et al. 2000, p.248); therefore, if a CRMP does not 
deliver on these objectives, the corporate partner may as well decide to terminate 
the partnership (Polonsky and Wood 2001, p.16). Another possibility is that the firm 
is approached by another cause that, compared to the firm’s existing non-profit 
partner, appears to be more promising in marketing terms (e.g. it is more popular). 
Either of these developments might be devastating for the cause if its main source of 
funding is corporate donations (Polonsky and Wood 2001, p.16).    
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2.5. A Theoretical Model of Consumer Attitudes toward CRM  
In the 1990s and 2000s, the concept of CRM received considerable attention in 
marketing literature. Scholars have mainly focused on the general effectiveness of 
CRMPs (e.g. Chaney and Dolli 2001; Webb and Mohr 1998), as well as on various 
aspects of a CRM offer that might affect consumer choice (e.g. Barone et al. 2000; 
Pracejus and Olsen 2004; Van den Brink et al. 2006). The latter include inter alia the 
perceived motivations of the firm and of the cause for developing a CRM 
partnership, the type of the participating cause, the type of the CRM-related 
product, the donation magnitude and the existence of a CRM premium. Several 
studies have also examined demographic effects on consumers’ attitudes toward 
CRM (e.g. Barnes 1992; Cui et al. 2003; Ross et al. 1992). The influence of all these 
factors on consumer choice, as suggested by previous research, is discussed below. 
Based on the existing empirical evidence, a set of research hypotheses is proposed in 
line with the aims of this study.  
 
Perceived Motivation of the Firm  
Overall, consumers appear to approve of CRM as a way to support deserving causes 
(e.g. Ellen et al. 2000, p.403; Ross et al. 1991, p.61; Ross et al. 1992, p. 96). However, 
when consumers are asked to consider specific CRMPs, their responses may be 
influenced by the attributions they make of the motivations behind the firm’s 
initiative (Ellen et al. 2000, p.395). In a study conducted by Webb and Mohr (1998, 
p.230), the participants voiced considerable reservations about trusting firm’s 
motives for engaging in CRM. More specifically, they declared to be unsure about 
whether the firm was acting out of altruism (other-centred motives) or selfishness 
(self-centred motives). Some respondents were concerned that CRM might have 
been used by firms to exploit consumers’ charitable feelings and trick them into 
buying overpriced, lower quality or unnecessary products (Webb and Mohr 1998, 
p.234). The findings also showed that some consumers distrusted firms to actually 
donate the amount promised and questioned the honesty of CRMPs (Webb and 
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Mohr 1998, p.234). Consumers’ scepticism toward the help provided by transaction-
based CRMPs to causes is also suggested by Ciu et al. (2004, p.318).  
 
Similar to Webb and Mohr (1998), Barone et al. (2000) have also viewed corporate 
motives as lying on a self- and other-centred continuum. However, Ellen et al. (2006) 
found that consumers tend to attribute corporate CRM efforts to a combination of 
self- and other-centred motives. Furthermore, when firm’s participation in a CRMP 
was perceived as both values driven and strategic, consumers expressed more 
favourable evaluations of the CRM offer. This means that although consumers do 
acknowledge that CRM is a corporate strategy aiming to achieve marketing 
objectives (e.g. broadened customer base, enhanced image), they need to be 
assured that the firm truly cares about the cause. Consumers also need to know that 
the firm is committed to the cause and therefore, their participation in the CRMP will 
be meaningful. For instance, a firm can show its commitment by donating part of its 
profits in addition to the premium attached to the CRM-related product. This 
advances the following hypothesis: 
H1: When there is a price premium attached to the CRM-related product, 
consumers are more likely to buy the product if the firm involved also 
contributes part of its profits to the cause.  
 
In addition, research has shown that the reputation of the sponsoring firm 
(Bhattacharya and Sen 2004, p.14) can influence consumers’ attitudes toward the 
firm’s motives for launching CSR initiatives, such as CRMPs. Brown and Dacin (1997, 
p.68) explored the relationship between consumers’ evaluations of new products 
and CSR associations. The latter describes consumers’ cognitive associations that 
“reflect the organisation’s status and activities with respect to its perceived societal 
obligations”. Brown and Dacin (1997, p.80) found that CSR initiatives influence 
product evaluations indirectly, through influencing overall corporate evaluation. A 
few years later, Sen and Bhattacharya (2001) extended those findings by showing 
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that a company's CSR efforts can influence consumers' intention to purchase its 
products both directly and indirectly. Thus, the following hypothesis is proposed: 
H2: Consumers are more likely to buy a CRM-related product if the firm 
involved has supported other CRM initiatives in the past.  
 
Perceived Motivation of the Cause 
Research has also focused on the motives of causes for engaging in CRM. In a study 
conducted by Chaney and Dolli (2001), consumers were asked to state how much 
they agreed or disagreed that “the charities that link up with a company are ‘selling 
out’ to the company.” The majority of both buyers (87%) and non-buyers (73%) of 
CRM-related products disagreed with the statement (Chaney and Dolli 2001, p.161), 
thus raising no ethical questions about NGOs’ involvement in CRM partnerships.    
 
Webb and Mohr (1998) asked consumers why they believed causes participated in 
CRMPs. Most respondents pointed out the firms’ financial, human and marketing 
resources and the opportunity for causes to use these in the context of firm-cause 
partnerships to pursue their missions. Some consumers, however, felt that the 
causes that engage in CRM were motivated –at least, to some extent– by self-
interest (e.g. directors keeping the donations for themselves) (Webb and Mohr 1998, 
p.231). Thus, the next hypothesis is suggested: 
H3: Consumers are more likely to buy a CRM-related product when there 
exists information on how the donation is going to be spent.    
 
The Type of the Cause 
Some scholars have examined the impact of the type of cause on consumer 
responses to CRMPs. Ross et al. (1991, p.62) found that in the context of CRM, 
consumers are more interested in supporting causes related to research on curing a 
disease or helping in a disaster.  Furthermore, consumers appeared to be willing to 
support organisations providing shelter for the homeless or working to protect the 
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natural environment. More recently, Lafferty and Edmondson (in press) examined 
the impact of different cause categories on consumer perceptions in CRM. Although 
consumers appeared to hold more favourable attitudes toward health (e.g. research 
on HIV) and health services (e.g. disaster relief) cause categories, the findings 
indicated that the cause category does not have a significant effect on the 
consumer’s purchase intention. Rather, it is the cause itself that determines whether 
the brand linked to it is more likely to be purchased. Consumers are therefore as 
(un)likely to buy a brand linked to an animal or environmental cause as to buy a 
brand linked to a health or human services cause (Lafferty and Edmondson, in press).   
 
Other scholars have used other categorisation criteria for causes. Ellen et al. (2000), 
for example, examined consumers’ attitudes toward CRMPs providing disaster relief 
and CRMPs supporting ongoing causes (e.g. research to cure a disease, 
environmental protection). The researchers anticipated that consumers would 
evaluate the former more favourably than the latter, as they are more likely to 
attribute the firm’s help in a disaster to altruism than if the firm supported an 
ongoing cause (Ellen et al. 2000, pp.396-397). The findings confirmed their initial 
hypothesis. For the present study, the following hypothesis is proposed: 
H4: Consumers are more likely to buy a CRM-related product if it supports 
environmental disaster relief, rather than an ongoing environmental 
cause.   
 
Moreover, Ross at al. (1992) focused on the geographical scope of the cause. More 
specifically, the researchers investigated the extent to which consumers’ attitudes 
might be more favourable toward a local cause compared to a national one. They 
found that consumers responded only slightly more positively to the local cause 
(Ross at al. 1992, p.96). This adds to an earlier study by the same researchers that 
showed that consumers held considerably more favourable attitudes toward local or 
regional causes compared to causes that are national or international in scope (Ross 
et al. 1991, p. 63). This leads to the following hypothesis: 
Eirini Ioannou   MSc in Sustainable Development (2012-2013) 
 
 
35 
 
H5: Consumers are more likely to buy a CRM-related product if it supports a 
local cause rather than a national one.   
 
The type of the CRM-related Product 
In CRM, the product appears to have a social or environmental ‘mission’ (Barnes 
1992, p.21) in addition to the product’s generic mission, which is to effectively and 
consistently meet consumers’ requirements. Consequently, product features (e.g. 
performance, price) that are considered key determinants of consumer choice in 
generic marketing are likely to affect consumer decision-making in CRM as well. In a 
study conducted by Barnes (1992, p.23), the vast majority of consumers (88%) stated 
that familiarity with the quality of the product involved was a prerequisite for them 
to participate in a CRMP. Furthermore, many consumers (59%) stated that only if 
their favourite brand was involved, would they participate in a CRMP. Interestingly, 
familiarity with the cause was considered necessary by most respondents (62%) but 
not by as many as in the case of product quality (Barnes 1992, p.24). Thus, 
consumers seem to require more information about the CRM-related product than 
they do about the cause.  
 
However, the consumer’s involvement8 in the purchase decision seems to have an 
effect on brand loyalty in the context of CRM. More specifically, Ross et al. (1991, 
p.62) reported that more than half (54%) of the participants of their study would be 
open to try a new brand in a product category that they regularly use if the brand 
was linked to a cause. Therefore, CRMPs appear to be more likely to have an impact 
on consumer choice in low-involvement product categories, such as FMCGs, than in 
                                                     
8
 Dibb et al. (2001, p.112) define involvement as “the level of interest, emotion and activity which the 
consumer is prepared to expend on a particular purchase.” Compared to low-involvement products 
(e.g. coffee, beverages), high-involvement products (e.g. cars, washing machines) require more time 
and effort in searching because they pose a higher risk on the buyer if he or she makes a mistake by 
purchasing them; these products are typically more expensive, are purchased infrequently and have a 
great impact on the consumer’s life.     
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high-involvement ones. Based on the aforementioned findings, the following 
hypothesis is suggested: 
H6: Provided that consumer familiarity with the CRM-related product is 
high, consumers are more likely to buy the product if they are familiar 
with the recipient cause.   
 
The existence of a price premium and the donation magnitude  
Some scholars have focused on the financial aspects of a CRM offer. Strahilevitz 
(1999), for example, examined the interaction between the type of the product and 
the donation magnitude to determine the role of CRM in promoting a brand. For the 
purposes of the study, Strahilevitz distinguished between utilitarian/practical (e.g. 
toothpaste, spiral notebook) and hedonic/frivolous (e.g. ice cream, gourmet 
chocolate chip cookies) products. The results showed that when the donation 
amount and the corresponding CRM premium are relatively small (i.e. 1-5% of the 
original price), consumers are likely to prefer the CRM-related brand, despite its 
premium (i.e. increased) price. In contrast, when the donation amount and the 
corresponding CRM premium are relatively large (i.e. 25-50% of the original price), 
most consumers will prefer the brand that is not linked to a CRM programme, 
especially if the product in question is practical (Strahilevitz 1999, p.227). 
Consequently, CRM appears to be more likely to effectively promote frivolous, as 
opposed to practical brands/products. Drawing on these findings, the following 
hypothesis is proposed: 
H7: When there is a price premium attached to the CRM-related product, 
consumers are more likely to buy the product if it is frivolous rather 
than practical. 
 
Consumer Demographics 
Several scholars have also examined potential demographic effects on consumer 
attitudes toward CRM. Ross et al. (1992), for example, investigated potential gender 
differences in attitudes toward CRM offers. Compared to women, men held less 
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favourable attitudes and were less likely to support the cause through cash or time 
donation (i.e. “traditional giving”). In addition, men were generally more concerned 
about whether the firm was exploiting the cause for its own benefit (Ross et al. 1992, 
p.96). In contrast, Barnes (1992, p.23) found that men and women are equally likely 
to participate in a CRMP. She also found that support for CRMPs is positively related 
to household income. Based on these findings, the following hypotheses are 
suggested: 
H8: When there is a percentage price premium attached to the CRM-related 
product, wealthier consumers are more likely to buy the product as its 
original price increases.   
H9: Less wealthy consumers are more likely to view CRM as a good way to 
support a cause without spending too much. 
H10: Male consumers will be more sceptical toward firms’ motives for 
engaging in CRM.  
H11: Female consumers are more likely to support a cause through 
‘traditional’ cash giving.  
 
To test the aforementioned hypotheses, a research methodology was developed. 
The following chapter illustrates the research design of this study, including the 
research method, instrument, and sampling approach used for data collection.   
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3. Methodology 
This chapter presents the research design of this study. More specifically, it describes 
the quantitative research method selected, the design of the questionnaire used, 
and the sampling method employed for data collection. The chapter concludes by 
acknowledging some research method limitations.   
 
3.1. Research Method 
3.1.1. Quantitative Research Method 
To achieve the aims and objectives of the study, an online questionnaire survey was 
developed and conducted. The selection of this research method was based on the 
following criteria: 
 Surveys are widely used for measuring attitudes (Gray 2004, p.99)  
 Questionnaires are time-efficient, especially if they include closed questions; 
they allow for data collection from a number of people both easily and 
quickly (Gray 2004, p.188) 
 Online questionnaires can be completed anonymously, thus constraining 
social desirability bias.9 
After the selection of the research method, the research instrument (i.e. the 
questionnaire) was developed.  
 
3.1.2. Questionnaire Design 
The questionnaire (see Appendix B) was designed based on the literature reviewed 
and the hypotheses proposed in the second chapter. It focused on CRMPs 
                                                     
9
 According to Nederhof (1985, p.264), social desirability “reflects the tendency on behalf of the 
subjects [of a study] to deny socially undesirable traits and to claim socially desirable ones, and the 
tendency to say things which place the speaker in a favourable light.” Responses submitted by survey 
participants with the intention of making them appear to be more virtuous than they actually are, are 
very likely to result in distorted findings. Especially in studies focusing on participants’ attitudes, 
beliefs or values, social responsibility bias can be a great issue.   
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introduced by FMCG businesses. This is because these firms seek to reach a mass 
consumer audience across a range of product categories: food, beverages, toiletries 
and cleaning products are some of them (Financial Times Lexicon 2014). These 
products can be found in any local supermarket across Greece. Therefore, it was 
assumed that most survey participants could easily relate to a mental experiment 
involving them purchasing any such product linked to a cause. In addition, FMCGs 
include both essential and non-essential items, thus representing a market that 
tends to be resilient to recession (Reckitt Benckiser Group plc 2013). As the study 
takes place in the midst of the economic crisis, CRMPs involving FMCGs seemed a 
suitable focus for research.  
 
The questionnaire included an introduction –which provided a brief definition of 
CRM– and sixteen closed questions. Essentially, the questionnaire was divided into 
three parts: (1) one asking respondents about their views on CRM and Greek 
environmental NGOs; (2) one including a mental experiment and; (3) one including 
demographic questions. Most questions were to be answered on a five-point Likert 
scale; the remainder were yes/no questions.10 Plain language was used throughout 
the questionnaire, however, before its administration, the questionnaire was piloted 
with a small group of friends and family11 to ensure that there was no ambiguity in 
its content. Based on the feedback received by the pilot test, the questionnaire was 
revised, finalised and then set up using an online survey tool (Google Docs).   
 
3.1.3. Sampling Method  
In order for the findings to be considered valid, reliable and generalisable, the survey 
had to reach an adequate volume and range of consumers. Based on the literature 
reviewed in the previous chapter (e.g. Chaney and Dolli 2001; Ross et al. 1991; Ross 
et al. 1992; Van den Brink et al. 2006), a minimum sample size of 200 respondents 
                                                     
10
 The questions collecting demographic information are excluded from this description. 
11
 The participants of the pilot test were selected so as to be unfamiliar with the topic, thus being 
more likely to spot potential problematic content areas.  
Eirini Ioannou   MSc in Sustainable Development (2012-2013) 
 
 
40 
 
was required. To this end, the snowball sampling method was employed, as it “relies 
on referrals from initial respondents to generate additional respondents” (Fricker 
2008, p.200). Questionnaire surveys tend to attract low response rates (Gray 2004, 
p.188), and therefore, this sampling method was considered useful for achieving the 
required sample size within the limited timeframe of this study.  
 
The questionnaire administration was conducted entirely online. The researcher 
made initial contact with friends and acquaintances (convenience sample) that 
reside in Greece, using e-mails and social media; she invited them to complete the 
questionnaire via a web link and asked them to forward it to friends, family and/or 
personal networks (e.g. colleagues, students) in Greece. The questionnaire was also:  
 Posted on the Facebook page of the Department of Environment, University 
of the Aegean, asking viewers to fill it in and distribute it widely. 
 Forwarded to the Postgraduate Students Community of the Faculty of 
Engineering, Aristotle University of Thessaloniki. 
 Forwarded to the Standing Committee on the Environment of the Technical 
Chamber of Greece - Department of Central Macedonia.  
 
3.2. Methodological Limitations 
One of the shortcomings of questionnaire surveys is that the researcher has limited 
or no control over the accuracy of the responses. Participants may provide “flippant, 
inaccurate or misleading answers, but the researcher is not in a position to detect 
this” (Gray 2004, p.189). Furthermore, respondents may intentionally or 
unintentionally skip one or more questions. Even though the online survey tool used 
for this study provides the option of making questions “required”, this function was 
not used in order to avoid people giving up half way through. That decision aimed at 
ensuring that as many responses as possible could be collected. It should be noted, 
however, that in order for a questionnaire to be considered usable for this study, at 
least 50% of the questions should have been answered by the respondent.  
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In addition, snowball sampling method “substantially increases the likelihood that 
the sample will not be representative of the population” (Fricker 2008, p.200). This is 
because the members of a social circle tend to share one or more characteristics 
(e.g. age, interests, norms, values). Therefore, the initial contacts made by the 
researcher are likely to establish contacts with people having similar demographics, 
lifestyles or points of view. Taking into account this pitfall of snowball sampling, the 
initial contacts were asked to forward the questionnaire link to friends, family and/or 
personal networks in Greece, while they were made aware that potential 
participants did not have to match any specific profile in terms of demographics.  
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4. Results and Discussion 
The purpose of this chapter is to provide a detailed analysis and discussion of the 
survey results, and present key findings that will help reach conclusions in relation to 
consumer attitudes toward CRM.  The chapter includes a description of the survey 
sample, and the analysis of the data (using MS Excel and SPSS software) to address 
the hypotheses proposed in the previous chapter.  
 
4.1. The Sample 
4.1.1. Socio-economic Characteristics 
Through snowball sampling, a total of 233 questionnaires were submitted online, of 
which 229 were accepted as usable for the study. Women comprise 62% of the final 
sample and men 38% (Fig.1). Most of the respondents (78.6%) are aged between 25-
44 years old, with individuals in the 25-34 age bracket (57.6%) being the largest 
segment (Fig.2).  
 
 
 
The majority of the respondents (80.7%) have obtained at least one higher education 
degree (Fig.3). Those individuals who have continued their studies at a postgraduate 
or doctorate level comprise 41% of the sample, whereas 0.8% of the respondents 
have only completed elementary school or junior high school as the highest level of 
attainment.  
38%
62%
Figure 1. The gender of the 
sample (N=229)
Male
Female
10.0%
57.6%
21.0%
10.5%
0.9%
Figure 2. The age of the sample 
(N=229)
18-24
25-34
35-44
45-64
65+
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Regarding the employment status of the sample (Fig.4), 42.5% of the respondents 
are employed full-time and 13.6% are employed part-time. 21% of the sample is 
equally divided between studying, and studying and working at the same time. 
Furthermore, 17.1% of the respondents are currently unemployed, while 5.7% have 
retired.     
 
 
 
When asked how well they are managing financially (Fig.5), 51.1% of the 
respondents stated that they are ‘doing alright’ and 24.9% felt that they are ‘just 
about getting by’. The rest of the sample was divided into those who are living 
comfortably (9.2%) and those on the other end, who find it difficult (10.5%) or very 
0.4%
0.4%
18.3%
39.7%
34.9%
6.1%
Figure 3. The education level of the sample (N=229)
Elementary school graduate
Junior high school graduate
High school diploma
Bachelor's degree or Diploma
Master's degree
Doctorate degree
10.5%
10.5%
42.5%
13.6%
5.7%
17.1%
Figure 4. The employment status of the sample (N=228)
Student
Studying and working
Employed (full-time)
Employed (part-time)
Retired
Unemployed
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difficult (4.4%) to make ends meet. It should be noted that these answers reveal the 
respondents’ personal evaluations of their financial situation; that is, their perceived 
ability to meet their financial obligations. This type of question was preferred to one 
asking directly the personal/household income of the people surveyed because it is 
more likely to reflect disposable income associated with FMCGs, as those included in 
the mental experiment of the questionnaire.  
 
 
 
4.1.2. Familiarity with the Term “Cause-related Marketing” 
The introduction of the questionnaire provided a brief definition of CRM, after 
which, the respondents were asked whether they had heard the term before, and if 
yes, whether they had been familiar with its meaning. This question aimed to 
establish the level of awareness of CRM-related issues among the sample. Only 
20.6% of the respondents stated they had come across the term before (Fig.6). This 
is not surprising, given the seemingly low integration of CRM into common business 
language in Greece.12 The vast majority (80.7%) of those providing an affirmative 
response stated that they had been familiar with the meaning of the term (Fig.7).   
 
                                                     
12
 Another indication for this low integration might be the fact that the term, even though it was first 
coined in the early 1980s, has yet to have an equivalent in the Greek language. This is in contrast with 
other –more widely adopted– social- and environment-related business concepts (e.g. corporate 
social responsibility), whose Greek equivalents are being increasingly used.     
9.2%
51.1%
24.9%
10.5%
4.4%
Figure 5. Q: How well do you think you are managing financially these 
days? (N=229)
Living comfortably
Doing alright
Just about getting by
Finding it difficult to make ends meet
Finding it very difficult to make ends meet
 
 
 
 
4.1.3. Concern for the Natural Environment  
When respondents were asked about their level of concern for the degradation of 
the natural environment in Greece (Fig.8), the results were emphatic: 91.3% of the 
sample stated that they are “fairly” (51.1%) or “very” (40.2%) concerned. An equal 
proportion of the sample (91.3%) expressed the same level of concern for the 
degradation of the global natural environment (Fig.9), with 49.8% of the 
respondents stating that they are “very concerned”. Even though the respondents’ 
degree of concern for the environmental degradation at the global level appears to 
be higher than that for the environmental degradation at the national level, the 
overall level of concern among the sample is considerably high in both cases.  
 
 
 
20.6%
79.4%
Figure 6. Q: Had you heard the 
term "cause-related marketing" 
before this survey? (N=228)
Yes
No
87.0%
13.0%
Figure 7. Q: If YES, did you know 
what it meant? (N=46)
Yes
No
40.2%
51.1%
5.2%
3.1% 0.4%
Figure 8. Q: How concerned are you about the degradation of the 
natural environment in Greece? (N=229)
Very concerned
Fairly concerned
Neither much nor little concerned
Not very concerned
Very little concerned
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4.1.4. Attitudes and Support toward Greek Environmental NGOs  
After asking the respondents to indicate their level of concern for the environmental 
degradation, the questionnaire proceeded to examine their attitudes toward Greek 
environmental NGOs.13 More than half the sample (65.5%) agreed or tended to 
agree that these organisations play a key role in the protection of the natural 
environment in Greece (Fig.10).  
 
 
 
                                                     
13
 To avoid confusion or misunderstandings, examples of Greek environmental NGOs were provided 
at the beginning of the question.  
49.8%
41.5%
4.8%
3.1% 0.9%
Figure 9. Q: How concerned are you about the degradation of the 
global natural environment? (N=229)
Very concerned
Fairly concerned
Neither much nor little concerned
Not very concerned
Very little concerned
21.0%
44.5%
16.6%
14.8%
3.1%
Figure 10. Q: Generally, do you think that environmental NGOs play a 
key role in the protection of the natural environment in Greece? 
(N=229) 
Yes, definitely
Yes, probably
Neither yes nor no
No, probably not
No, definitely not
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As far as money donations are concerned, current financial supporters of 
environmental NGOs comprise only 10% of the sample (Fig.11). Nevertheless, 58.3% 
of those who are not currently contributing to such organisations stated that they 
have done so in the past (Fig.12). Thus, individuals who are supporting or have 
supported environmental NGOs comprise 63.3% of the sample. This suggests that 
among the sample, recognition of the work of environmental NGOs tends to 
translate into financial contributions to these organisations.  
 
 
 
Hypothesis H11 proposed that female consumers are more likely to support an 
environmental NGO through ‘traditional’ cash giving (i.e. direct donations). However, 
when the respondents’ prior and current financial support activity was compared 
against their gender, there was no statistically significant relation between the two 
variables (for current support: chi-square=0.327, sig.=0.568, for support in the past: 
chi-square=0.148, sig.=0.701). In other words, gender is not related to financially 
supporting an environmental NGO, either now or in the past. Consequently, 
hypothesis H11 is rejected.  
 
  
10.0%
90.0%
Figure 11. Q: Currently, are you 
supporting financially any 
environmental NGOs? (N=229)
Yes
No 58.3%
41.7%
Figure 12.Q: If NOT, have you 
ever supported financially any 
environmental NGOs? (Ν=206)
Yes
No
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4.2. Attitudes toward CRM  
Attitudes toward CRM were measured through respondents’ extent of agreement or 
disagreement with four statements related to the level of convenience and 
effectiveness of CRMPs, the perceived cost for the consumer, and the satisfaction 
that can be derived by participating in them. The results showed that the majority of 
the people surveyed hold positive attitudes toward CRM (Fig.13). More specifically, 
73.2% and 54.2% of the respondents agreed to some or great extent that CRM is an 
“easy” and “effective” way respectively, to support an NGO financially. Furthermore, 
66.1% of the respondents “agreed” or “strongly agreed” that “CRM is a good way to 
support an NGO financially, without spending too much”. Finally, those who agreed 
to some or great extent that their participation in a CRMP (through their purchases) 
makes them “feel that they contribute to a good cause” comprise 65.1% of the 
sample.  
 
It is noteworthy that only a very small proportion of the sample “disagreed” or 
“strongly disagreed” with these four statements. However, across all four of them, 
quite a few respondents stated that they “neither agreed nor disagreed”, with the 
highest level of such indecisiveness (39.2%) being associated with the effectiveness 
of CRM. This suggests that some respondents found it difficult to relate to the CRM 
concept and form a judgement one way or the other.  
 
As far as the third statement is concerned, hypothesis H9 argued that less wealthy 
consumers are more likely to view CRM as a good way to support an NGO without 
spending too much. However, when the responses to this statement were compared 
against the respondents’ personal evaluations of their financial situation, there was 
no statistically significant relation between the two variables (Spearman’s rho=          
-0.017, sig.=0.882). Therefore, hypothesis H9 is rejected.  
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The next set of attitudinal statements focused on consumers’ perceptions about the 
actor(s) that mainly benefit from CRM (Fig.14). Rather than providing the 
respondents with different options to choose from (i.e. asking them to select one or 
more actors), the questionnaire asked them to indicate the extent of their 
agreement or disagreement with four statements; each statement recognised a 
different actor as the main beneficiary of a CRMP. The responses received can thus 
indicate not only which actor most respondents regard as the one that benefits the 
most, but also how consumers feel about the benefits that the other CRM actors 
may derive.  
 
12.8%
5.7% 11.5%
14.2%
60.4%
48.5%
54.6% 50.9%
20.7%
39.2%
22.5% 22.6%
5.3% 5.3%
7.5% 8.0%
0.9% 1.3% 4.0% 4.4%
CRM is an easy 
way to support 
an NGO 
financially 
(N=227) 
CRM is an 
effective way to 
support an NGO 
financially 
(N=227)
CRM is a good 
way to support 
an NGO 
financially 
without spending 
too much 
(N=227)
By supporting an 
NGO financially 
through CRM, I 
feel that I 
contribute to a 
good cause 
(N=226)
Figure 13. Q: To what extent do you agree or disagree with the 
following statements?
Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree
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Interestingly, the statement recognising the participating firm as the main 
beneficiary of a CRMP drew the most positive responses. The respondents who 
“agreed” or “strongly agreed” with this statement comprise 48.1% of the sample. 
34.4% of the respondents agreed to some or great extent that CRM mainly benefits 
the participating NGO and just 8.4% viewed consumers as the main beneficiaries of 
CRM. High levels of disagreement were mainly associated with the statement 
pointing consumers as the actor that mainly benefits from CRM: 56.3% of the 
respondents disagreed to some or great extent with that view. However, the 
existence of –at least some– benefits for consumers in CRM was recognised by 
45.2% of the respondents who “agreed” or “strongly agreed” that there are benefits 
for all parties involved in  CRM. These findings suggest that the additional customer 
value that CRM seeks to create in order to influence consumer choice, might not be 
easily identified by consumers.    
 
Across all four statements, a large proportion of the respondents seemed indecisive. 
The proportion of those stating that they “neither agreed nor disagreed” ranged 
from 30.5% (in relation to the statement recognising benefits for all parties involved) 
to 42.4% (in relation to the statement recognising the participating NGO as the main 
beneficiary of CRM). This suggests that consumers find it difficult to fully grasp the 
CRM concept and identify its main beneficiaries.  
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The last two statements aimed to measure the respondents’ potential scepticism 
about the development of firm-NGO partnerships in the context of CRM (Fig.15). 
First, the respondents were asked to indicate the extent to which they agreed or 
disagreed that “firms that participate in CRMPs are taking advantage of the 
participating NGOs”. Those who “agreed” or “strongly agreed” comprise 47% of the 
sample, as opposed to just 14.5% who “disagreed” or “strongly disagreed”. 38.2% of 
the respondents “neither agreed nor disagreed” with the statement. These results 
suggest that consumers tend to be sceptical about equality within firm-NGO 
partnerships, as well as about firms’ motives for engaging in CRM.  
 
11.5%
3.1% 0.0%
8.0%
36.6%
31.3%
8.4%
37.2%
40.1%
42.4%
36.9%
30.5%
11.9%
21.9%
45.3%
21.2%
0.0% 1.3%
9.3% 3.1%
CRM mainly 
benefits the 
participating firm 
(N=227)
CRM mainly 
benefits the 
participating 
NGO (N=224)
CRM mainly 
benefits the 
consumers who 
participate 
through their 
purchases 
(N=225)
CRM benefits all 
parties involved 
(i.e. the firm, the 
NGO and the 
consumers) 
(N=226)
Figure 14. Q: To what extent do you agree or disagree with the 
following statements?
Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree
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This proposition adds to the earlier finding that most of the respondents consider 
the participating firm as the actor that mainly benefits from CRM (see Fig.14). It also 
allowed for the testing of hypothesis H10 regarding male consumers being more 
sceptical toward firms’ motives for engaging in CRM. Hypothesis H10 was confirmed 
for both “CRM mainly benefits the participating firm” variable (Cramer’s V=0.247, 
sig.<0.005) and for “firms that participate in CRMPs are taking advantage of the 
participating NGOs” variable (Cramer’s V=0.330, sig.<0.001).  
 
 
 
Relatively less scepticism seems to be associated with the motives of NGOs for 
engaging in CRM (Fig.15). More specifically, 45.8% of the respondents “disagreed” or 
“strongly disagreed” that “NGOs that participate in CRMPs are ‘selling out’ to the 
participating firms”, whereas only 16.7% “agreed” or “strongly agreed”. These 
6.6% 3.5%
40.4%
13.2%
38.2%
37.4%
14.0%
37.9%
0.9% 7.9%
Firms that participate in 
CRMPs are taking 
advantage of the 
participating NGOs 
(N=228)
NGOs that participate in 
CRMPs are ‘selling out’ to 
the participating firms 
(N=227)
Figure 15. Q: To what extent do you agree or 
disagree with the following statements?
Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree
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results, coupled with the responses to the previous statement, suggest that although 
consumers are concerned that NGOs might be exploited in CRM, they tend to 
‘justify’ their involvement in such initiatives as a way for them to ensure necessary 
funding.    
 
4.3. The Mental Experiment 
The questionnaire also included a mental experiment asking the respondents to 
consider the following scenario: 
You visit your local supermarket to purchase a product/brand that you buy 
on a regular basis. In the store, you find out that half of the available items of 
the particular product/brand are being sold at their usual price, while the 
remaining ones are linked to a cause-related marketing programme and are 
being sold at a price increased by 10%. The accompanying promotional 
material mentions that the additional income received from the 10% price 
premium is going to be donated by the firm to an environmental NGO.  
The respondents were then asked to indicate whether each of a series of additional 
pieces of information or facts would prompt them to choose one of the CRM-related 
items. The independent variables integrated in these different pieces of information 
or facts are: different types of product, the firm’s level of engagement in CRM, type 
of activities and scope of the NGO, availability of information on how the donation is 
going to be spent, and different original price levels of the CRM-related product. The 
data collected are analysed in the following sections. 
 
4.3.1. The Type of the CRM-related Product 
Respondents were asked whether they would choose one of the CRM-related items 
if the product in question was staple, practical (or utilitarian), or frivolous (or 
hedonic).14 The responses show a small positive trend in consumer preference in 
relation to staple and practical CRM-related products (Fig.16). More specifically, 
                                                     
14
 For more information on the differences between practical and frivolous products, see Strahilevitz 
(1999). The staple product category was added to those of frivolous and practical products because 
staple products are the most popular items in any supermarket and therefore, they should have not 
been excluded from the study.  
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43.7% of the respondents stated that they would “probably” or “definitely” choose 
one of the CRM-related items if the product were staple, as opposed to 41.1% of the 
respondents who would be more likely to prefer their conventional counterparts. 
Slightly more positive responses were received about the possibility that the CRM-
related product were practical: those who would “probably” or “definitely” choose 
the CRM-related item in this case comprise 45.2% of the sample, whereas 35% of the 
respondents answered that they would “probably” or “definitely” not.  
 
An opposite trend was identified in case of frivolous products. Even though 31.7% of 
the respondents indicated that they would “probably” or “definitely” choose one of 
the CRM-related items if the product were frivolous, 44.9% of the sample stated that 
they would “probably” or “definitely” not. Thus, in this experiment, consumers 
appear to be more likely to purchase CRM-related products that are practical rather 
than frivolous.  
 
To test whether this finding is statistically significant, the responses received in 
relation to practical products (e.g. toothpaste) were compared against those 
received in relation to frivolous products (e.g. chocolate). The results showed that 
when there is a price premium attached, consumers are as (un)likely to buy a 
practical CRM-related product as to buy a frivolous CRM-related product 
(Spearman's rho=0.552, sig=0.000). Hypothesis H7 is therefore rejected.  
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4.3.2. The Firm’s Level of Engagement in CRM  
The next two independent variables focus on the firm’s previous experience with 
CRM, as well as on the overall corporate contribution to the participating NGO 
(Fig.17). Respondents were first asked whether they would choose one of the CRM-
related items if the firm involved in the programme had launched other CRM 
initiatives in the past. 46.4% of the respondents answered affirmatively (i.e. “yes, 
probably” or “yes, definitely”), whereas 23.6% provided negative answers (i.e. “no, 
definitely not” or “no, probably not”). The higher percentage of the respondents 
who appeared to be likely to purchase a CRM-related product if the firm involved 
had supported other CRMPs before, is statistically significant (Chi-square 
test=74,456, sig.<0.001). Therefore, Hypothesis H2 is confirmed.  
11.4% 11.0% 6.6%
32.3% 34.2%
25.1%
15.3%
19.7%
23.3%
30.6%
25.4%
30.4%
10.5% 9.6% 14.5%
The product is staple 
(e.g. eggs, milk, olive 
oil) (N=229)
The product is 
practical (e.g. 
toothpaste, toilet 
paper, laundry 
detergent) (N=228)
The product is 
frivolous (e.g. 
chocolate, ice 
cream, bottle of wine) 
(N=227)
Figure 16. Q: Do you believe that the following pieces of 
information or facts would prompt you to choose one of the 
CRM-related items? 
Yes, definitely Yes, probably
Neither yes nor no No, probably not
No, definitely not
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The respondents were also asked whether an additional corporate contribution of a 
value equal to the price premium (per item sold) would prompt them to purchase 
one of the CRM-related items. The majority of the respondents (61%) answered 
“yes, probably” or “yes, definitely”, as opposed to 18.4% of the sample who 
answered “no, probably not” or “no, definitely not”. This suggests that consumers 
are more likely to purchase a CRM-related product if they feel that they are not the 
only financial contributors in the programme; that is, if the firm also contributes part 
of its profits to the NGO. This likelihood was found to be statistically significant (Chi-
square test=75,858, sig.<0.001). Consequently, hypothesis H1 is confirmed.   
 
8.8%
21.5%
37.6%
39.5%
29.6%
20.6%
14.6%
13.6%
9.3% 4.8%
The participating firm has 
supported other CRM 
initiatives in the past 
(N=226)
In addition to the income 
received from the 
premium, the firm will 
donate to the NGO an equal 
amount from its profit per 
item sold (N=228)
Figure 17. Q: Do you believe that the following 
pieces of information or facts would prompt you to 
choose one of the CRM-related items? 
Yes, definitely Yes, probably
Neither yes nor no No, probably not
No, definitely not
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4.3.3. The Type of the Participating NGO 
The next four independent variables focus on the effect of consumer’s familiarity 
with the participating NGO, the scope of the cause supported, and the provision of 
information on how the donation is going to be spent, on consumer choice (Fig.18). 
As far as the first variable is concerned, more than half of the respondents (53%) 
stated that familiarity with the NGO would “probably” or “definitely” prompt them 
to buy one of the CRM-related items, as opposed to 20.1% who stated that this 
would be unlikely or not the case. This suggests that consumers are more likely to 
choose the CRM-related item if they are familiar with both the product involved in 
the programme and the recipient NGO. Statistically, this likelihood was found to be 
significant (Chi-square test=105,904, sig.<0.001). Therefore, hypothesis H6 is 
confirmed.  
 
Regarding the scope of the supported organisation, there seems to be a preference 
for NGOs with a national focus over those with a local one. A total of 55.3% of 
respondents stated that they would “probably” or “definitely” participate in the 
CRMP if the NGO involved were national in scope, as opposed to 50.4% who 
provided similar responses in case the NGO involved is local in scope. Consumers 
thus appear to be more likely to buy a CRM-related product if it supports a national 
NGO rather than a local one. However, this likelihood was found to be statistically 
insignificant (Table 1); that is, respondents are equally (un)likely to support both 
types of NGOs. Consequently, hypothesis H5 is rejected.   
 
Table 1. Symmetric Measures for Hypothesis H5 
  Value 
Asymp. Std. 
Error(a) 
Approx. 
T(b) 
Approx. 
Sig. 
Ordinal by Ordinal Kendall's tau-b ,614 ,047 11,497 ,000 
N of Valid Cases 224       
a   Not assuming the null hypothesis. 
b   Using the asymptotic standard error assuming the null hypothesis. 
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The provision of information on how the participating NGO is going to spend the 
donation appears to influence consumer choice. More specifically, 69% of the 
respondents stated that the availability of such information would “probably” or 
“definitely” prompt them to choose one of the CRM-related items, as opposed to 
just 11.5% who stated that it would “probably” or “definitely” not. This suggests that 
the provision of such information is likely to influence consumer choice, prompting 
consumers to choose a CRM-related product over conventional options. This 
likelihood was found statistically significant (Chi-square test=109,664, sig.<0.001) 
and therefore, hypothesis H3 is confirmed.   
 
 
 
9.6% 13.7% 7.1%
26.1%
43.4% 36.7% 48.2%
42.9%
26.8% 30.1%
28.3%
19.5%
14.0% 14.6% 11.1%
6.6%
6.1% 4.9% 5.3% 4.9%
I am familiar with 
the participating 
NGO (N=228)
The participating 
NGO is local in scope 
(N=226)
The participating 
NGO is national in 
scope (N=226)
The accompanying 
promotional 
material provides 
information on how 
the donation is 
going to be spent 
(N=226)
Figure 18. Q: Do you believe that the following pieces of information 
or facts would prompt you to choose one of the CRM-related items?
Yes, definitely
Yes, probably
Neither yes nor no
No, probably not
No, definitely not
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The next independent variable examined was the type of the cause/activity of the 
participating NGO that the donation is going to support. To this end, three ongoing 
environmental causes (i.e. protection of endangered species, raising public 
awareness, and tackling global environmental challenges) as well as a type of 
environmental disaster relief (i.e. restoration of the natural environment) were 
selected as variables, based on the type of activities undertaken by the ‘core’ 
environmental NGOs in Greece (Fig.19). Respondents were asked whether they 
would choose one of the CRM-related items if they knew that the donation would be 
spent on these types of causes separately. 68.4% of the respondents provided 
positive responses (i.e. “yes, definitely” or “yes, probably”) in relation to the 
environmental disaster relief. Positive responses in relation to protecting 
endangered species, raising public awareness, and tackling global environmental 
challenges were provided by 62.1%, 50% and 48.4% of the sample respectively.  
 
Hypothesis H4 was assessed by comparing the positive responses received for 
environmental disaster relief against those received for each of the three ongoing 
environmental causes (Tables 2, 3, 4). The results show that the higher percentage of 
the respondents who answered affirmatively in relation to the environmental 
disaster relief is statistically insignificant; that is, consumers are as (un)likely to buy a 
product supporting environmental disaster relief as to buy a product supporting any 
of the three types of ongoing environmental causes. Thus, hypothesis H4 is rejected.   
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Table 2. Symmetric Measures for Hypothesis H4 
(Environmental disaster relief vs. Protection of endangered species) 
  Value 
Asymp. Std. 
Error(a) 
Approx. 
T(b) 
Approx. 
Sig. 
Ordinal by Ordinal Kendall's tau-b ,736 ,037 14,791 ,000 
N of Valid Cases 223       
a  Not assuming the null hypothesis. 
b  Using the asymptotic standard error assuming the null hypothesis. 
 
 
17.0% 17.3% 14.7% 13.0%
45.1%
51.1%
35.3% 35.4%
24.1%
20.0%
29.5% 27.4%
9.8% 6.7%
13.8% 16.6%
4.0% 4.9% 6.7% 7.6%
… focusing on the 
protection of 
endangered species 
(e.g. seals, bears) 
(N=224)
… focusing on the 
restoration of the 
natural 
environment (e.g. 
tree 
planting, restoration 
of lake areas) 
(N=225) 
… focusing on 
raising public 
awareness (e.g. 
environmental 
education) (N=224)
... focusing on 
tackling global 
environmental 
challenges (e.g. 
climate 
change, ozone 
depletion) (N=223)
Figure 19. Q: Do you believe that the following pieces of information or 
facts would prompt you to choose one of the CRM-related items?
The NGO is going to spend the donation on activities... 
Yes, definitely Yes, probably Neither yes nor no
No, probably not No, definitely not
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Table 3. Symmetric Measures for Hypothesis H4 
(Environmental disaster relief vs. Public awareness) 
  Value 
Asymp. Std. 
Error(a) 
Approx. 
T(b) 
Approx. 
Sig. 
Ordinal by Ordinal Kendall's tau-b ,568 ,046 10,683 ,000 
N of Valid Cases 223       
a  Not assuming the null hypothesis. 
b  Using the asymptotic standard error assuming the null hypothesis. 
 
 
Table 4. Symmetric Measures for Hypothesis H4 
(Environmental disaster relief vs. Global environmental challenges) 
  Value 
Asymp. Std. 
Error(a) 
Approx. 
T(b) 
Approx. 
Sig. 
Ordinal by Ordinal Kendall's tau-b ,592 ,043 11,721 ,000 
N of Valid Cases 222       
a  Not assuming the null hypothesis. 
b  Using the asymptotic standard error assuming the null hypothesis. 
 
 
The impact of the magnitude of the product’s original price –and by extension, the 
size of the 10% premium in monetary terms– on consumer choice was also examined 
(Fig.20). To this end, two price ranges were used: 1-5€ and 5-10€. Interestingly, 
70.7% of the respondents stated that if the product price fell into the first (lower) 
range, they would “probably” or “definitely” choose one of the CRM-related items, 
while 45.6% provided similar responses when the product price fell into the second 
(higher) price range. Therefore, even though in both cases the percentage price 
premium remains the same, the respondents seem reluctant to donate an amount 
larger than 50 cents, through their purchases.  
 
Hypothesis H8 proposed that, when there is a percentage price premium attached to 
the CRM-related product, the wealthier consumers are more likely to buy the 
product as its original price switches to a higher price range (and thereby, the size of 
the price premium increases in monetary terms). However, when the results for both 
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price ranges were compared against the respondents’ personal evaluations of their 
financial situation, no statistically significant relation was found between the 
respondents’ (perceived) economic status and their willingness to buy the CRM-
related product (for lower price range: chi-square=17.522, sig.=0.351, for higher 
price range: chi-square=11.181, sig.=0.798). Consequently, hypothesis H8 is 
rejected.  
 
 
 
4.4. CRM and the Economic Crisis 
The last two questions of the questionnaire were dedicated to the potential use of 
CRM for fundraising purposes during the economic crisis in Greece. These questions 
were placed at the end of the questionnaire in order to measure the respondents’ 
26.7%
13.3%
44.0%
32.3%
17.3%
26.1%
7.1%
21.7%
4.9% 6.6%
The original price of the 
product is between 1 and 5 
euro (i.e. the premium is 
between 10 and 50 cents) 
(N=225)
The original price of the 
product is between 5 and 10 
euro (i.e. the premium is 
between 50 cents and 1 euro) 
(N=226)
Figure 20. Q: Do you believe that the following pieces of 
information or facts would prompt you to choose one of 
the CRM-related items?
Yes, definitely Yes, probably
Neither yes nor no No, probably not
No, definitely not
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overall assessment on the CRM concept and its potential use in the current 
economic climate.   
 
Overall, the respondents tend to view CRM as “a good way to financially support 
environmental NGOs during the economic crisis”. A total of 57.3% of the 
respondents agreed with this view (i.e. “yes, definitely” or “yes, probably”), as 
opposed to 20.3% who disagreed (i.e. “no, definitely not” or “no, probably not”). 
When asked whether they would like to see more CRMPs launched in the near 
future, 60.4% of the respondents answered affirmatively (i.e. “yes, definitely” or 
“yes, probably”), whereas only 12.3% provided negative answers (i.e. “no, definitely 
not” or “no, probably not”). These results suggest that the majority of the 
respondents hold positive attitudes toward CRM and would be interested to see 
more CRMPs in the short run.  
   
 
 
9.3%
48.0%22.5%
15.0%
5.3%
Figure 21. Q: Overall, do you consider CRM to be a good 
way to financially support environmental NGOs during the 
economic crisis? (N=227) 
Yes, definitely
Yes, probably
Neither yes nor no
No, probably not
No, definitely not
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19.4%
41.0%
27.3%
7.5%
4.8%
Figure 22. Q: Would you like to see more CRMPs launched 
in the near future? (N=227)
Yes, definitely
Yes, probably
Neither yes nor no
No, probably not
No, definitely not
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5. Conclusions  
The present study was developed on the basis of the assumption that consumer 
attitudes toward CRMPs that support environmental NGOs are positively related to 
the effectiveness of CRM as a fundraising tool for these organisations. To explore 
consumer attitudes, an online questionnaire survey was designed in line with a set of 
eleven hypotheses. Having completed the hypothesis-testing and the discussion of 
the survey results, the main findings of this study are presented below.  
 
5.1. Key Findings from Hypothesis-testing 
Respondents were first asked to provide their views on CRM and Greek 
environmental NGOs. In line with the hypotheses, the responses received for specific 
questions were assessed by comparing them with some of the respondents’ socio-
economic characteristics. More specifically, it was shown that: 
 Economic status is not related to viewing CRM as a good way to support an 
NGO without spending too much (H9 rejected). 
In other words, wealthy and less-wealthy respondents are equally (un)likely to view 
CRM as a good and inexpensive way to support an NGO. Furthermore, it was found 
that: 
 Gender is not related to financially supporting an environmental NGO, either 
now or in the past (H11 rejected). 
Therefore, female and male consumers are equally (un)likely to support a cause via 
‘traditional’ cash giving.  
 
Among the people surveyed, there was considerable scepticism about power 
dynamics within firm-NGO partnerships in CRM. More specifically, a large proportion 
of the sample tends to believe that in CRMPs, firms are taking advantage of the 
participating NGOs. Also, many respondents view the participating firm as the main 
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beneficiary of such programmes. When the responses received were compared 
against the respondents’ gender, it was found that:  
 Levels of scepticism regarding the firms’ motives for engaging in CRM are 
significantly higher among men (H10 confirmed).  
This agrees with the findings of Ross et al. (1992) about men being more concerned 
about potential exploitative behaviour on the part of the firms involved in CRMPs.  
 
Consumers also appear to be wary of the participating firms’ degree of commitment 
to supporting the NGOs involved in the CRMPs. In this study, corporate commitment 
was considered twofold and manifested in: (1) the firm’s previous experience with 
other CRM initiatives and; (2) the donation of part of the firm’s profits in addition to 
the price premium attached to the CRM-related product. The statistical analysis of 
the survey results showed that: 
 Consumers are significantly more likely to buy a CRM-related product if the 
firm involved has supported other CRM initiatives in the past (H2 confirmed). 
This adds to the findings of Brown and Dacin (1997) as well as those of Sen and 
Bhattacharya (2001) who found that positive evaluations of the firm’s overall CSR 
efforts influence product evaluations and purchase intention. Furthermore, the 
analysis of the survey results showed that: 
 When there is a price premium attached to the CRM-related product, 
consumers are significantly more likely to buy the product if the firm involved 
also contributes part of its profits to the participating NGO (H1 confirmed). 
Thus, the firm’s previous involvement in CRMPs, as well as its overall financial 
contribution to the participating NGO appears to significantly influence consumer 
choice toward CRM-related product purchases.    
 
On the other hand, consumers seem less sceptical about the motives of NGOs for 
engaging in CRM. Many respondents disagreed with the view that NGOs 
participating in CRMPs are ‘selling out’ to their corporate partners. This is consistent 
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with the finding of Chaney and Dolli (2001) that consumers are not concerned about 
potential ethical conflicts when NGOs engage in CRM. In addition, compared to the 
results about participating firms being the main beneficiaries of CRMPs, relatively 
fewer respondents agreed that CRM mainly benefits the participating NGOs. These 
findings suggest that consumers consider initiatives such as CRMPs –and perhaps, 
firm-NGO partnerships in general– as a ‘necessary evil’ for NGOs’ economic viability.  
 
Despite these positive views on NGOs’ involvement in CRM initiatives, the availability 
of information on how the NGO is going to spend the donation appears to have a 
considerable effect on consumer choice. More specifically, it was found that: 
 Consumers are significantly more likely to buy a CRM-related product when 
there exists information on how the donation is going to be spent (H3 
confirmed). 
This finding suggests that consumers wish to know how their contribution is going to 
be spent and therefore, they may seek this information in order to make their 
purchase decision. It also suggests that consumers’ purchase decision is likely to be 
influenced by the content of this information; that is, by the particular 
causes/activities that the donation is going to support.    
 
To examine the effect of the type of the supported cause/activity (of the NGO 
involved in the CRMP) on consumer choice, three ongoing environmental causes and 
a type of environmental disaster relief were selected. This selection was based on 
the type of activities undertaken by the ‘core’ environmental NGOs in Greece. The 
statistical analysis showed that: 
 Consumers are as (un)likely to buy a product supporting environmental 
disaster relief as to buy a product supporting any of the three selected types 
of ongoing environmental causes (H4 rejected).    
In other words, the type (disaster relief vs. ongoing causes) of the cause/activity has 
no significant effect on consumer choice. These results are not consistent with the 
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findings of Ellen et al. (2000) which showed that consumers are likely to evaluate 
disaster relief more favourably than ongoing causes.  
 
The geographical scope of the participating NGO was examined as another way to 
classify supported causes/activities. The survey results showed that respondents 
expressed only a slight preference for environmental NGOs with a national focus 
over those with a local one. After further statistical analysis, it was shown that: 
 Consumers are as (un)likely to buy a product supporting a local NGO as to 
buy a product supporting a national NGO (H5 rejected).   
Therefore, the geographical scope (national vs. local) of the participating NGO has no 
significant effect on consumer choice. 
 
Moreover, the majority of the respondents indicated their familiarity with the 
participating NGO as an important influence on their purchase decision. The 
statistical results showed that: 
 Provided that consumer familiarity with the CRM-related product is high, 
consumers are significantly more likely to buy the product if they are familiar 
with the recipient NGO (H6 confirmed).   
This suggests that consumers need to know whether they can trust the recipient 
organisation before they decide on their participation in a CRMP.  
 
The survey also examined the effect of the type of the CRM-related product on 
consumer choice. To this end, the study focused on two types of products: practical 
and frivolous. The analysis of the responses received in relation to these two product 
types showed that:  
 When there is a price premium attached, consumers are as (un)likely to buy a 
practical CRM-related product as to buy a frivolous CRM-related product (H7 
rejected). 
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This is not consistent with the finding of Strahilevitz (1999) that CRM is more likely to 
effectively promote frivolous products, as opposed to practical ones.  
 
Lastly, the survey investigated the impact of different product price levels on 
consumer choice, when there is a percentage price premium attached to the CRM-
related product. More specifically, the responses received for two different price 
ranges (1-5€ and 5-10€) combined with a price premium of 10% were compared 
against the respondents’ personal evaluations of their financial situation. It was 
found that: 
 Despite the CRM-related product’s price, there is no statistically significant 
relation between consumers’ economic status and their willingness to buy 
the product (H8 rejected). 
Therefore, within the entire 1-10€ price range and while there is a 10% price 
premium attached to the CRM-related product, wealthy and less-wealthy consumers 
are equally (un)likely to purchase the product.  
 
Overall, the results of the present study suggest that some of the people surveyed 
found it difficult to relate to the CRM concept and provide definite responses. Also, 
the vast majority of the sample had not heard the term “cause-related marketing” 
before the survey. However, most respondents consider CRM an easy and effective 
way to financially support an NGO. Its potential use as a fundraising tool for 
environmental NGOs in the current economic climate was well-received by survey 
participants and most of them stated that they would like to see more CRMPs in the 
future. Therefore, CRM appears to be a promising option for Greek environmental 
NGOs that are willing to consider partnering with firms for fundraising purposes. 
Further research in the field is recommended in order to identify more factors that 
are likely to influence consumer choice in CRM and maximise the effectiveness of 
such initiatives.   
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6. Recommendations for Further Research 
Due to the limited timeframe for data collection and analysis, the present study 
focused on certain aspects of CRM that could be investigated through a 
questionnaire survey and analysed using eleven guiding hypotheses. Further analysis 
of the data –using another set of hypotheses– could explore relations between the 
particular CRM aspects and other socio-economic (or other) characteristics of the 
respondents, such as employment status, age, education level and concern for the 
natural environment.  
 
Apart from the questionnaire survey method, further research on the topic can use: 
 Interviews with consumers in order to gain a better understanding of the 
reasons why they might choose (not) to participate in CRMPs that support 
environmental NGOs, as well as to shed light on potential dilemmas 
consumers might face in relation to such initiatives.  
 Experiments with made-up products to investigate whether positive attitudes 
toward CRM and/or environmental NGOs translate into actual purchases of 
CRM-related products. These experiments may include inter alia diverse 
types of products, made-up or existing causes, and/or varying levels of price 
premium.  
 
Clearly, this topic cannot be exhausted in a master’s dissertation. This study showed 
that consumer attitudes toward CRMPs that support Greek environmental NGOs are 
largely positive. It also identified certain factors that appear to have significant effect 
on consumer choice in the context of CRM. Further research can provide more 
detailed evidence of the aspects of CRM that are likely to maximise its effectiveness 
and thereby help NGOs that engage in the concept to overcome potential 
fundraising challenges posed by the economic crisis.  
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Appendices 
Appendix A: Exploratory Contact with Greek Environmental 
NGOs 
At the initial stage of this study and before the research aims and objectives were 
finalised, an exploratory contact was made with the ‘core’ Greek environmental 
NGOs. The contact was made over the telephone or via e-mail and aimed to 
establish the degree to which CRM has been adopted by these organisations for 
fundraising purposes. The question addressed to the NGO representatives was: “Is 
your organisation participating in programmes related to CRM? (If not, has it 
recently?)” Eventually, a brief informal conversation/correspondence took place 
between the researcher and representatives of nine out of the eleven ‘core’ 
environmental NGOs.15 The responses indicated that only two of these organisations 
are currently involved in a CRMP, with a third one having been involved in the past 
(the programme was terminated due to the economic crisis). Also, a representative 
of a fourth NGO stated “possible” involvement of the organisation in CRMPs both at 
present and in the past. These responses suggest a rather low degree of CRM 
adoption by Greek environmental NGOs as a fundraising method.    
  
                                                     
15
 It should be noted that one of the two environmental NGOs with which contact was not 
established, was Greenpeace Greece, which, as mentioned earlier, only accepts donations from 
private individuals (Greenpeace Greece 2013). Therefore, it can be assumed that Greenpeace Greece 
is not participating in any CRMP.  
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Appendix B: Online Questionnaire 
Ερωτηματολόγιο: Cause-Related Marketing και Περιβαλλοντικζσ Μη 
Κυβερνητικζσ Οργανώςεισ 
Το παρόν ερωτθματολόγιο δθμιουργικθκε ςτο πλαίςιο διπλωματικισ εργαςίασ για 
τθν απόκτθςθ του μεταπτυχιακοφ τίτλου MSc in Sustainable Development 
(Αειφόροσ Ανάπτυξθ) από το Διεκνζσ Πανεπιςτιμιο Ελλάδοσ. Σκοπόσ τθσ εργαςίασ 
είναι να διερευνιςει τθ ςτάςθ των καταναλωτϊν απζναντι ςε προγράμματα cause-
related marketing που ςτθρίηουν περιβαλλοντικζσ μθ κυβερνθτικζσ οργανϊςεισ.  
Σφντομοσ οριςμόσ: Cause-related marketing ονομάηεται μια ςτρατθγικι μάρκετινγκ 
που υιοκετείται από ιδιωτικζσ εταιρείεσ και κατά τθν οποία μζροσ των εςόδων από 
τισ πωλιςεισ ςυγκεκριμζνου προϊόντοσ προςφζρεται ωσ δωρεά ςε κάποιον 
κοινωφελι ςκοπό (cause). Αυτόσ ο κοινωφελισ ςκοπόσ ςυχνά ταυτίηεται με τθ 
δράςθ μιασ μθ κυβερνθτικισ οργάνωςθσ (ΜΚΟ), που είναι και το αντικείμενο αυτισ 
τθσ ζρευνασ. Σε ζνα προγραμμα cause-related marketing, το ποςό τθσ δωρεάσ 
εκφράηεται είτε ωσ ποςοςτό (π.χ. x% τθσ αξίασ του ςυγκεκριμζνου προϊόντοσ κα 
διατεκεί για τθν οικονομικι ενίςχυςθ μιασ ΜΚΟ) είτε ωσ κακαρό ποςό (x ευρϊ από 
τθν αξία του ςυγκεκριμζνου προϊόντοσ κα διατεκοφν για τθν οικονομικι ενίςχυςθ 
μιασ ΜΚΟ). Το cause-related marketing εφαρμόηεται ςε προϊόντα ιδιωτικϊν 
εταιρειϊν (π.χ. τρόφιμα, απορρυπαντικά) που πωλοφνται ςε καταςτιματα λιανικοφ 
εμπορίου (π.χ. ςουπερμαρκετ) και ΟΧΙ ςε προϊόντα που πωλοφνται από τισ ίδιεσ τισ 
ΜΚΟ για τθν οικονομικι τουσ ενίςχυςθ. 
Η ςυμπλθρωςθ του ερωτθματολογίου γινεται ανϊνυμα και οι απαντιςεισ ςασ κα 
χρθςιμοποιθκοφν αποκλειςτικά για τθ ςυγγραφι τθσ ςυγκεκριμζνθσ διπλωματικισ 
εργαςίασ. Η ςυμμετοχι ςασ είναι ιδιαίτερα ςθμαντικι για τθν επιτυχι ολοκλιρωςθ 
τθσ εργαςίασ.  
Σασ ευχαριςτϊ πολφ εκ των προτζρων. 
Ε. Ιωάννου (e.ioannou@ihu.edu.gr) 
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1. Πριν διαβάςετε τον παραπάνω οριςμό, είχατε ακοφςει τον όρο “cause-
related marketing”; *Ναι / Όχι+ 
2. Αν ΝΑΙ, γνωρίηατε τθ ςθμαςία του όρου; *Ναι / Όχι+ 
********************************************************************* 
(2θ ςελίδα) 
3. ΢ε ποιο βακμό ςυμφωνείτε ι διαφωνείτε με τισ παρακάτω προτάςεισ: 
[Διαφωνϊ απόλυτα / Διαφωνϊ / Οφτε ςυμφωνϊ οφτε διαφωνϊ / Συμφωνϊ 
/ Συμφωνϊ απόλυτα+ 
- Το cause-related marketing είναι ζνασ εφκολοσ τρόποσ για να ενιςχφςω 
οικονομικά μια ΜΚΟ 
- Το cause-related marketing είναι ζνασ αποτελεςματικόσ τρόποσ για να 
ενιςχφςω οικονομικά μια ΜΚΟ 
- Το cause-related marketing είναι ζνασ καλόσ τρόποσ να ενιςχφςω οικονομικά 
μια ΜΚΟ χωρίσ να ξοδζψω πολλά χριματα 
- Ενιςχφοντασ οικονομικά μια ΜΚΟ μζςω του cause-related marketing νιϊκω 
πωσ ςυνειςφζρω ςε ζναν καλό ςκοπό  
- Από το cause-related marketing ωφελείται κυρίωσ θ εταιρεία που 
ςυμμετζχει  
- Από το cause-related marketing ωφελείται κυρίωσ θ ΜΚΟ που ςυμμετζχει  
- Από το cause-related marketing ωφελοφνται κυρίωσ οι καταναλωτζσ που 
ςυμμετζχουν μζςω των αγορϊν τουσ 
- Από το cause-related marketing ωφελοφνται όλοι όςοι ςυμμετζχουν, δθλαδι 
και θ εταιρεία και θ ΜΚΟ και οι καταναλωτζσ  
- Οι εταιρείεσ που ςυμμετζχουν ςε προγράμματα cause-related marketing 
εκμεταλλεφονται για δικό τουσ όφελοσ τισ ΜΚΟ 
- Οι ΜΚΟ που ςυμμετζχουν ςε προγράμματα cause-related marketing 
προδίδουν τισ αρχζσ τουσ για οικονομικά οφζλθ    
********************************************************************* 
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(3θ ςελίδα) 
4. Ανθςυχείτε για τθν υποβάκμιςθ του φυςικοφ περιβάλλοντοσ ςτθν Ελλάδα; 
*Πολφ λίγο / Λίγο / Οφτε το ζνα οφτε το άλλο / Πολφ / Πάρα πολφ+ 
5. Ανθςυχείτε για τθν υποβάκμιςθ του παγκόςμιου φυςικοφ περιβάλλοντοσ; 
*Πολφ λίγο / Λίγο / Οφτε το ζνα οφτε το άλλο / Πολφ / Πάρα πολφ+ 
6. ΢τθ χώρα μασ δραςτθριοποιοφνται πολλζσ περιβαλλοντικζσ ΜΚΟ (π.χ. 
WWF Ελλάσ, Αρκτοφροσ, Greenpeace Ελλάσ, Αρχζλων, Ελλθνικι 
Ορνικολογικι Εταιρεία κ.ά.). Πιςτεφετε ότι γενικά οι περιβαλλοντικζσ ΜΚΟ 
παίηουν ςθμαντικό ρόλο ςτθν προςταςία του φυςικοφ περιβάλλοντοσ ςτθν 
Ελλάδα; *Σίγουρα όχι / Μάλλον όχι / Οφτε ναι οφτε όχι / Μάλλον ναι / 
Σίγουρα ναι+ 
7. Αυτι τθν περίοδο, ςτθρίηετε οικονομικά κάποια περιβαλλοντικι ΜΚΟ; 
*Ναι / Όχι+ 
8. Αν ΟΧΙ, ζχετε ποτζ ενιςχφςει ςτο παρελκόν κάποια περιβαλλοντικι ΜΚΟ; 
*Ναι / Όχι+ 
********************************************************************* 
(4θ ςελίδα) 
9. Επιςκζπτεςτε το ςοφπερ μάρκετ τθσ γειτονιάσ ςασ για να αγοράςετε ζνα 
από τα προϊόντα που αγοράηετε ςυνικωσ. ΢το  ράφι διαπιςτώνετε ότι τα 
μιςά από τα διακζςιμα τεμάχια του ςυγκεκριμζνου προϊόντοσ πωλοφνται 
ςτθ κανονικι τουσ τιμι, ενώ τα υπόλοιπα ςε τιμι αυξθμζνθ κατά 10% 
επειδι ςυμμετζχουν ςε πρόγραμμα cause-related marketing. Σο 
ςυνοδευτικό ενθμερωτικό υλικό αναφζρει ότι τα ζςοδα από τθν αφξθςθ 
ςτθν τιμι κα διατεκοφν για τθν οικονομικι ενίςχυςθ κάποιασ 
περιβαλλοντικισ Μθ Κυβερνθτικισ Οργάνωςθσ (ΜΚΟ) που αςχολείται με 
τθν προςταςία τθσ φφςθσ.   
Πιςτεφετε ότι τα παρακάτω δεδομζνα/πλθροφορίεσ κα ςασ ωκοφςαν ΝΑ 
ΑΓΟΡΑ΢ΕΣΕ από τα τεμάχια που ςυνδζονται με το πρόγραμμα cause-
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related marketing; *Σίγουρα όχι / Μάλλον όχι / Οφτε ναι οφτε όχι / Μάλλον 
ναι / Σίγουρα ναι+ 
- Το προϊόν είναι πρϊτθσ ανάγκθσ (π.χ. αυγά, γάλα, λάδι) 
- Το προϊόν είναι χρθςτικό (π.χ. οδοντόκρεμα, χαρτί υγείασ, απορρυπαντικό) 
- Το προϊόν είναι «πολυτελείασ» (π.χ. ςοκολάτα, παγωτό, μπουκάλι κραςί) 
- Η εταιρεία που παράγει το προϊόν ζχει χρθματοδοτιςει μζςω cause-related 
marketing και άλλεσ ΜΚΟ ςτο παρελκόν 
- Εκτόσ από το ποςό τθσ αφξθςθσ, θ εταιρεία κα προςφζρει επιπλζον ςτθ ΜΚΟ 
ζνα ίςο ποςο από το κζρδοσ τθσ ανά τεμάχιο 
- Η ΜΚΟ που ςυμμετζχει ςτο πρόγραμμα cause-related marketing μοφ είναι 
γνωςτι  
- Η ΜΚΟ που ςυμμετζχει ςτο πρόγραμμα είναι τοπικισ εμβζλειασ  
- Η ΜΚΟ που ςυμμετζχει ςτο πρόγραμμα είναι πανελλαδικισ εμβζλειασ 
- Το ςυνοδευτικό ενθμερωτικό υλικό περιζχει πλθροφορίεσ για το ποιεσ 
ςυγκεκριμζνεσ δράςεισ κα χρθματοδοτιςει θ ΜΚΟ με το ποςό τθσ δωρεάσ 
- Η ΜΚΟ κα χρθςιμοποιιςει το ποςό τθσ δωρεάσ για δράςεισ προςταςίασ 
απειλοφμενων ειδϊν (π.χ. μεςογειακι φϊκια, καφζ αρκοφδα)  
- Η ΜΚΟ κα χρθςιμοποιιςει το ποςό τθσ δωρεάσ για δράςεισ αποκατάςταςθσ 
του φυςικοφ περιβάλλοντοσ (π.χ. δενδροφφτευςθ, αποκατάςταςθ 
παραλίμνιων περιοχϊν) 
- Η ΜΚΟ κα χρθςιμοποιιςει το ποςό τθσ δωρεάσ για δράςεισ 
ευαιςκθτοποίθςθσ και ενθμζρωςθσ πολιτϊν (π.χ. περιβαλλοντικι 
εκπαίδευςθ) 
- Η ΜΚΟ κα χρθςιμοποιιςει το ποςό τθσ δωρεάσ για δράςεισ αντιμετϊπιςθσ 
περιβαλλοντικϊν προβλθμάτων παγκόςμιασ κλίμακασ (π.χ. κλιματικι 
αλλαγι, τρφπα του όηοντοσ) 
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- Η αρχικι τιμι του προϊόντοσ είναι μεταξφ 1 και 5 ευρϊ (δθλαδι θ αφξθςθ 
ςτθν τιμι κα είναι από 10 λεπτά ζωσ 50 λεπτά) 
- Η αρχικι τιμι του προϊόντοσ είναι μεταξφ 5 και 10 ευρϊ (δθλαδι θ αφξθςθ 
ςτθν τιμι κα είναι από 50 λεπτά ζωσ 1 ευρϊ) 
********************************************************************* 
(5θ ςελίδα) 
10. Φφλο: *Άνδρασ / Γυναίκα+ 
11. Ηλικιακι ομάδα: [18-24 / 25-34 / 35-44 / 45-64 / 65+] 
12. Μορφωτικό επίπεδο: Παρακαλώ ςημειώςτε τον ανώτερό ςασ τίτλο 
*Απόφοιτοσ δθμοτικοφ / Απόφοιτοσ γυμναςίου / Απόφοιτοσ λυκείου / 
Απόφοιτοσ ΑΕΙ/ΤΕΙ / Κάτοχοσ μεταπτυχιακοφ τίτλου / Κάτοχοσ διδακτορικοφ 
τίτλου+ 
13. Επαγγελματικι κατάςταςθ: *Φοιτθτισ/-τρια / Σπουδάηω και εργάηομαι 
παράλλθλα / Εργαηόμενοσ πλιρουσ απαςχόλθςθσ / Εργαηόμενοσ μερικισ 
απαςχόλθςθσ / Συνταξιοφχοσ / Άνεργοσ+ 
14. Πώσ κα περιγράφατε τθν οικονομικι ςασ κατάςταςθ: *Ζω άνετα / Τα 
καταφζρνω / Μόλισ που τα βγάηω πζρα / Τα βγάηω δφςκολα πζρα / Τα 
βγάηω πολφ δφςκολα πζρα+ 
15. Γενικά, κεωρείτε ότι το cause-related marketing είναι ζνασ καλόσ τρόποσ 
να ςτθρίξεισ οικονομικά μια περιβαλλοντικι ΜΚΟ εν μζςω οικονομικισ 
κρίςθσ; *Σίγουρα όχι / Μάλλον όχι / Οφτε ναι οφτε όχι / Μάλλον ναι / 
Σίγουρα ναι+ 
16. Θα κζλατε να υπάρξουν περιςςότερα προγράμματα cause-related 
marketing ςτο άμεςο μζλλον; *Σίγουρα όχι / Μάλλον όχι / Οφτε ναι οφτε όχι 
/ Μάλλον ναι / Σίγουρα ναι+ 
 
Ευχαριςτώ πολφ για τθ ςυμμετοχι ςασ! 
